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ES WERELY i AA CONFERENCE ‘PROSPERITY’ THEME: 
Registered st G.P.O. as 2 sewapaper . om STANDARD AD CONDITIONS REVISED 


Advertiser's 
Weekly 


THE ORGAN O F PRUPTtisse asBveseptitiinzs 


A.B.C. net sales for the period JULY - DECEMBER, |954 


3,099,569 


A sales increase for the 12 months ending Dec. 1954 of over 260, 0007 
OK. This increase in sales still more firmly establishes WOMAN as the 


leader in its field, with a weekly readership that now represents more than one woman in 


three throughout the country. This dominance of the woman’s market, particularly with the 


added impact of full colour, means that WOMAN 


Is anational campaign in itself 


ee @ a —.. ADVERTISEMENT DIR) ODHAMS PRESS {TD., ae 
Me: ‘4 
96-98 LONG ACRE, LONDON, W.C.2. MPLE BAR 2468. 
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incorporated Proctitioners in Advertising 


Over 40° 8 , would 
‘embarrass’ 
young executives 


Sin,—-Creative Director's letter 
(January 27) is certainly powerful 
and only too true when he says 
“No interesting jobs for 50's.” 

To his remarks, with which I 
am in complete agreement, I 
would add that not only the 50- 
year-olds are debarred from 
interesting jobs, but those in the 
36-to-40-years group as well. 

A possible explanation of this 
is because many executives hold- 
ing an interview are no more than 
36 to 40 themselves. They, there- 
fore, feel both embarrassed and 
resentful of men, either in or 
over their age group, working 
alongside them. A certain loss of 


THIS WEEK 
How to choose a commercial 
TV salesman, page 272. 


NEXT WEEK 
Case history of the milk 


authority and competition could 
be the reasons for their attitude, 
and consequently they impose in 
the main an age limit of 30, thus 
ensuring that these conditions 
never arisey 

Until stteh WeRecytives can 
eradicate from their make-up this 
obvious inferiority complex, then 
men of seasoned ability, know 
ledge -and experience will con- 
tinue to be unfairly debarred 
from worthwhile positions, and 
thus a two-fold wrong is com- 
mitted—the men concerned waste 
theif talents and experience in 
lesser jobs (a soul-destroying ex- 
perience), and the firms stressing 
a 30-year-old limit lose the bene- 
fits to be gained from really 
seasoned and experienced men. 


Paut Scorr. 
Sandgate, Kent. 


National advertising ‘not for 
me’ says the retailer 


Sizr,—I would like to congratu- 


| late you on the sound sense of 


| 


your remarks in “Comment,” in 
your issue of January 20. We 
have been working hard since 
the war to help improve the stan- 
dard of salesmanship in_ the 
stationery trade with, we feel, 
reasonable success. One aspect 
of the case put in your article 
needs, from our experience, more 
emphasis : the attitude by the 
retailer. 

It is not just a question of try- 
ing to “link him with the adver- 
tising campaign and show him 
how it is helping him to clear his 
shelves,” as if he were some 
slightly imbecilic child being 
given toffees. 

The retailer himself is by far 
the most potent influence on the 
consumer, regarding the sale of 
products of similar appeal, but, 
made by different manufacturers. 

If an advertising campaign, 
therefore, is designed to promote 
a product in this manner (as 
against the more general “Beer 
is Best” type), it is essential to 
convince the retailer as far as 
possible before attacking the con- 
sumer. This, as we see it, is the 
main function of trade advertis- 
ing. The best trained retail 
salesman cannot and will not put 
himself out to sell anything unless 
he is certain that it has at least 
some advantages over com- 
petitors. 

As for the national advertising 
reaching both retailer and con- 
sumer, this may be so if the cam- 
paign is sufficiently large. But 
this is surely putting the cart 
before the horse. The real basis 
for success is to convince retailers 
first, and then start on consumers 
Moreover, it should be 
thoroughly understood that con- 
sumer advertising has very little 
effect on a retailer. 

Usually it does not indicate to 
him the facts that he wants to 
know, such as details of manufac- 
ture, delivery questions and, 
above all, selling terms. Gener- 
ally speaking, the retailer regards 
national advertising as useful in 
that it brings the customer into 
his shop. He does not consider 
that it is directed at himself 

Finally, I would assure you 
that many trade papers have set 
about re-educating retailers in 
salesmanship with considerable 
vigour after the deplorable state 


of affairs that has come about 
since the end of the war. It is 
a long task, but we feel that a 
certain amount of success is al- 
ready being achieved, and we 
confidently expect more in the 
future. 

P. M. HUTCHINSON. 
Stationery Trade Review. 


a * 
Flower seller’s 
striking slogan 

Six,—There is advertising, and 
there is advertising 

One of the most striking 
slogans I have seen recently is 
this one, chalked upon a black- 
board—facing a busy crossroads 
—by a Holborn flower seller : 

“Don't look when you cross 
this road. Wreaths and crosses 
made to order.’ 

MICHAEL 

42 Grasmere Avenue, 
Wembley, Middlesex. 

[The bright and breezy 
of-sale advertising’ 
seller has heen an amusing 
Holborn feature for some years. 
Another of his slogans has been 
“You may not like flowers now 
but they will grow on you in the 
end.”’—Eprror.] 


CORPER. 


“point- 
of this flower 


To The Editor .. 
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Incorporated Practitioners in Advertising 


Papers’ book of 
type faces 


A_ type-book with em-ruled 
pages has been sent to advertis- 
ing agents by the promotion 
department of the Manchester 
Guardian and Manchester Even- 
ing News Ltd. 

It shows every letter for each 
of the many type faces available 
to advertisers. Colour has been 
used for the em-rule “grid.” 
names of type, and the upper- and 
lower-case alphabet in the mar- 
gins. A section is devoted to 
rules, borders, and ornaments. 

The book, which carries a 
large A and Z on the front cover 
against a rust-coloured ground, 
is Of loose-leaf construction 
allow the 
of pages. 


to 
insertion or extraction 


Twenty-five years ago 


February, 1930 


An advertisement regulation bill 
which sought to extend the control 
of local authorities over outdoor 
advertising had a second reading in 
the Commons. 

. - ad 

An advertisement page size of 
10 in. by 7 in. for the trade press 
was recommended by a joint com- 
mittee representing the Incorporated 
Society of British Advertisers, the 
Periodical Trade Press, the Weekly 
Newspaper Proprietors’ Association 
and snaapendent ° ees 

. 

Gift aii Lid. was the 
of a company registered by 
Imperial Advertising Agency 
the London Press Exchange. 

- ~ 


name 
the 
and 


Page size of the Daily Telegraph 
was reduced. 
* - *~ 
Greenlys Ltd. were appointed 
agents for Watney, Combe, Reid & 
Co., Ltd. 
= * ~ 
A “Come to London” cam 


aign 
in Paris was planned by the 


ravel 


Association 
Ireland 


of Great Britain 


* * * 

The Duke 

1930 British 
Olympia. 

* * * 


of York opened the 
Industries Fair at 


Reginald Harris resigned his posi- 
ion as advertisement manager of 
the Humorist 

7 * * 

The Sheffield branch of Selfridges 
installed a completely automatic self- 
service department with coin in the 
slot machines 

* * + 


Sir Charles Higham dropped a 
“bombshell” at a Publicity Club of 
London meeting when he said that 
the Advertising Association had 
failed, Lord Riddell was unfitted “by 
lack of interest and special interests 
aS newspaper proprietor” for the 
presidency of the AA; ethics of 
advertising were worse than 20 years 
previously some practitioners en- 
ene in account-snatching; and the 
‘ABs publicity campaign was the 
worst possible advertisement for 
advertising. 
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Advance Announcement 


OF VITAL IMPORTANCE TO READERS OF 


ADVERTISERS WEFKLY 


Dear Sir, ae a a 


So little is known in this country about T.V. advertising, that a 
reliable source of information about it is now an absolute necessity. 


That is what makes of such outstanding importance the forthcoming 
publication of the first journal of its kind in Great Britain:- 


COMMERCIAL TELEVISION NEWS 


vi 


the first issu 


of which will appear on 9th Marc! 
larly 


esdeay. It will brir u all t! 
ings and tec ues 


he ent 
in newspaper style for quick 


and thereafter regu- 
© latest news and devel- 
° 


gy 
t 


The page size of COMMERCIAL TELEVISIO} inches by 
ces can be attrac- 


together 


events and experien 
e y numerous illu 
rom successful T.V. 


and pro- 
It will 
in order 
gulearly you 
; v t your sposal the practical 
experience and advi f the foremost per in T.V advertising. 


difficulties 
ertising. 
6 you must have 


securing it re 


You, as a reader : bekly” invited to become a 
Founder Subscri : ERCIAL TELEVISION NEWS the reduced 


COMMERCIAL T 
So make sure of every week 
LEAF NOW. 
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Britain’s First Journal Dev 


S COMMERCIAL TELEVISION in this country is 
an untried advertising medium, there is very 
little reliable information and data about it 
upon which our producers and users can base 
their plans and programmes. Consequently, in 
its infancy, it will be full of pitfalls. 
Where, then, can those concerned with it obtain 
authoritative guidance on, and essential news 


about it? 
Will Cover the Entire Field 


This is where COMMERCIAL TELEVISION NEWS steps in. It 


will bring you regularly every week the very latest news, 


developments and advance information about commercial 


television : specific, practical guidance for both producers and 
users of this new medium ; methods and techniques of creating 
the television commercial ; descriptions and reproductions of 
every kind of T.V. equipment ; research and audience re- 


actions, etc. 


The successful experiences, methods and techniques of 
Overseas producers and users of television advertising, especi- 


ally in the United States, will be reported and analysed. 


Once commercial television is established in this country, 
COMMERCIAL TELEVISION NEWS will, of course, devote more 
space to the ideas, plans and experiences of British television 
advertisers and producers, while continuing still to report all 
the significant developments and happenings overseas. 


COMMERCIAL TELEVISION NEWS, in its newspaper format, will 
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display and copiously illustrate news. dev elopments and events, 
methods, techniques and equipment so attractively you that 


will be able to see at a glance items of special interest to you. 


COMMERCIAL TELEVISION NEWS will serve: 
PROGRAMME CONTRACTORS ~ PROGRAMME PRODUCERS 


~ T.V. ADVERTISERS ADVERTISING AGENCIES 
MANUFACTURERS of T.V. EQUIPMENT and PROVIDERS of 


ANCILLARY SUPPLIES AND SERVICE S 


It will also keep you fully informed on the activities and 


plans of these producers, users. agents and manufacturer 

In addition, it will cover television commercials of all kinds, 
films, shopping guides, etc. Recognised authorities will contri 
tribute feature articles on how to produce and use commercial 
television to the best advantage. Others will deal with the 


Progress in the research laboratories wv 


All that is new 


, 
financial aspects. 


be reported. Legal advice will be provided 


and significant in overseas commercial l’.V. will be described. 
Ideas, Costs, Budgets, Processes 
Thus, no matter with what department or phase of com- 
mercial television you are concerned. you will find com 
MERCIAL TELEVISION NEWS an ever-present guide and tru 
counsellor whenever you are faced with difficulties and pro- 


blems. It will deal with the 


udject In its entirety : ideas fo 


(Continued overleaf ) 


Become a Founder Subscriber (see over) 
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programmes ; script writing ; costs ; production techniqu 
cartoons ; live actior 


SS > 


mechanical devices ; puppets ; photo 
animation ; how to prepare and work to a budget, etc. 


Become a Founder Subscriber at the 


Reduced Pre-publication Rate 


COMMERCIAL TELEVISION NEWS will be available by subscription 
only. The first issue will be published on 9th March, and 
thereafter regularly every Wednesday. If you become a 
Founder Subscriber now, in advance of publication, you can 
secure the journal for an entire year at only 30/- post free 
a saving of 10/- on the regular rate of 40/- which will apply 
on and after publication. So 


FILL IN AND POST THIS CARD NOW 


Directors: J. H. Haworth, J. Sime, H. Hinton, W. Bomeer, ACIS 


PRINTED PAPER RATE 


14d. 
To: Business Publications Ltd., Stamp 
Publishers of COMMERCIAL 
TELEVISION NEWS 


Please enter my name as a Founder 
Subscriber to COMMERCIAL TELEVISION 


NEWS ; invoice the subscription 


me, after you have sent me 7 e tirs COMMERCIAL 
issue, at the reduced pre-publi - TELEVISION NEWS 


rate of 30s., a saving of 10s. or i ae 
regular rate Business Publications Ltd. 


180 Fleet Street 
London E.C.4 


Name 
Address 
NOTE Overseas orders should be accompanied 


by full cash (30 
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Giovanni Boccaccio Ti i+ 2a oe (1313-1375) 


FAMOUS STORY-TELLERS 


Boccaccio certainly knew how to tell commercial and 1 ial life? Editors 
stories! Controversy he may have caused of publications all the country, nay, 
with his famous “* Decameron” but none the world, are eag king for them. 
would dispute that he was the story-teller They get them th: h the medium of 
of hisage. More than that, he was a fount Your Story; at h within 24 hours: 
of inspiration to poets and writers from overseas, in the tim ikes an aeroplane 
Shakespeare to Keats. But, lacking the _ to fly them to thei ination. 

means of distribution that are available in * * 

our own time, his stories—now known to Your Srory, the | between Press and 
millions—took centuries to find their Industry, provides Ediiors in Britain and 
readers. the world over with features that appeal 
What of the stories of today? The pro- © every type of rea 

gress, the achievements, the human interest You have a story to tell—tell it through 
that can be found in every sphere of our Your Story, Home and Overseas editions. 


Pssst WOUR STOR YD ese 


PUBLISHED BY PERRY PRESS PRODUCTIONS LTD. 


Standbrook House, 2-5 Old Bond Street, London, W.1 Telephone : GROsvenor 8346 (4 lines) Telegrams : Imprint, Piccy, London 
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My Daily Mail by SIR COMPTON MACKENZIE 


¥ I BOUGHT the first number on the way to school in 
May, 1896. A few days later I wrote to my father : 
‘A very good new paper called the Daily Mail has 
come out. Can we take it in instead of the Daily —— ? 
It is only a halfpenny.’ 
As a boy of 13 I realised that, although Father’s 
paper might still be sacred, the rest of the family now 
had a paper of their own. I’ve read the Daily Mail ever 


since. I worked for it as literary critic for five years. 1 
provided one or two adventures for Flook. Long ago 
the Daily Mail set me on the road with a leader page 
review of my novel Simster Street. 

I love the paper, and to-day it is a better paper than 
it ever was. Even the crossword puzzle after being 
feeble is now excellent and the only leaders I read are 
the leaders of the Daily Mail.” 
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‘Ads for 


AA conference theme 


ROVING “MIKE’ 


HEME of this year’s Adv 
at Brighton, Thursday 
“Advertising—And a Higher 


session speakers will highlight different aspects of the contri- 
bution which advertising can make to increasing the standard 
of living of people in this country. 


J. L. Verrinder, chairman of 
the Conference Committee, told 
ADVERTISERS Weekty that the 
theme had been chosen because 
of the continuing increase in pros- 
perity in this country 

“Business is booming,” he 
said ‘We all know the tre 
mendous part that advertising is 
playing in this, and we hope that 
these conditions are 
maintained 


going to be 
The number of 


2 speakers in 
each session is to be 


reduced in 
order to give 
a chance for 
more partict- 
pation from 
the floor 
With the ex- 
ception of the 
opening scs- 
sion, there 
will be only 
two speakers 
at each ses 
sion, and a 
roving micro- 
phone will be 
used to get 
opimons and observations from 
the audience 


J. L. Verrinder 


Names of speakers are not yet 
available, but the Advertising 
Association states that they will 
De wel o the highest stan 
dards of previous conferences vs 


nt 
up t 


This years conference will 
again follow the streamlined’ 
pattern of AA conferences since 
the war In outline the pro 
gramme 1s 

Thursday: Golf all day. Even 
ing—civic reception by the 
Mayor and Corporation of 
Brighton 

Friday: 
session 


Morning 


afternoon 


opening 


pusiness 


y ry SCTICS lished with “ Ad) ortiser’s 
FOR MORE DISCUSSION = {ished with | * 
ertising Conference, to be held Welcomed by th: !ncor- 
to Sunday May 5-8, will be ¢Porated Society of  liritish 
Standard of Living.” At each Advertisers and the stitute 
Sandard 0 -iving. - eac of Practitioners in Ac: ising, 
the supplement wi give 
expert advice for adycriser, 
agent and producer the 
creative approach to the pro- 
session evening—special film duction of TV comm: ‘. 
presentation by courtesy of the - es f 
J. Arti Rank organisation It will also include ull 


Selling by 
TV 


A special supplement .otitled 
“Selling by TV” will be pub- 


prosperity 


analysis of the Television Act 


Saturday : and its implications. 


Morning and after 


Boon Dusiness sessions ; evening «eee! 
ball 
Sunday: Free-for-all session. Department clo-es 
Although os — have Sir Michael Balc an 
n t — comp ted, it is under nounced that the tising 
¢ hat commercial IV will department of Ealir s is 
be discussed in some part of  cjosing at the end of | y by 
the programme mutual agreement wit idver 
Arrangements are also being (ising director, S 3 voods 
made for a special session, or who has been i since 
sessions, to be organised on Sun- 1943 Mr. Wood also 
day by the Advertising Clubs of — responsible for tt ig lor 
Great Britain and Ireland. At ABFD 


the moment a special sub-com- 
mittee of the Club Development 
Committee is investigating the 
possibilities. 

Registration fees for full dele 


DOWNTONS 


Downtons Ltd. have been ap- 


inted to handle the od» ertising 
_ ‘ : he ng —e this and public relations for the Ger- 
¢ fro > to three as = 
aad for Giver sak 7 yas Py < man airline, Deutsche | uithansa, 
anc _wives and friends from which will commence operations 
one to two guineas 


in April. 


Last year's conference cost the Flights will ¢ from 
; London to Hamburg, Dusseldorf 
@ Continued on page 260 Frankfurt and Mur Luft 


TO HANDLE 


Adastral House 
for contractors 


Adastral House, since 1919 
occupied by Air Ministry, is be 
ing leased to Associated-Reditlu 
sion, Ltd, who will produce 
London's mid-week commercial 
IV programmes, It will be re 
named TV House The com 
pany will move in after May 14 
and will encourage other bus 
nesses with TV connections to 
take sub-leases 


‘Mirror’ make 
million claim 


The Daily Mirror stated this 
week that, despite a ban imposed 
by members of the National 
Federation of Reta! Newsagents 
Stationers and Booksellers, duc 
to a dispute over terms, sales of 
the first issue of Woman's Sun 
day Mirror reached the guaran 
teed circulation of one million 
r They dec! ned to comment on 
the newsagents action or to give 
details of their distribution plan 


JR LINE 


hansa will also be operating from 
Germany to Paris and Madrid 
with transatlantic flights starting 
later 


The campaign will include 
national dailies, evening and sun 
day papers, together with trade 
press and display material 


.. EVERY week in E VERY department of 
EVERY Municipality in Gt. Britain 
EVERY Chief Officer reads 


™ MUNICIPAL JOURNAL 


COVERS A £1500,000,000 MARKET/ 


3 CLEMENT'S INN, LONDOMN, W.22 Tel: Holborn 2827-6817-2447. 


"Grams: Munijourn!, Estrand, London 


. 
Fepruary 3, 1955 259 C(t; y 
ee Vol. 167 No. 2,171 % sasha 
a, ; A —_ ms 38 oe 
| ao en Fa ! 
=a 0 = aa 
necttnie % 
ee ALE > 
| =ED—c ML Se 
ee ee . 
ee 
a a 
a Po Zz | 
ee we 
ie | 
‘ 2S 
‘ aN 
i ‘ 
‘ a 
‘ ml 
‘ ‘a 
‘ ar 
i 
e 
; = 
¢ A 
7 
| P~,. 
: Pe 
ss.) j 
ji 
| ¥ 
Pd r) 
a . 
aa 
ey 
4 
4 
a 
z 
Sa ST eS I ACS OS A RE a 
<-—5 + oe = 7 
iets. on FE — ren . 
- po ce = i 
Senet. SB 
tz , 
q Ss apt 
Z Bs. 
7 
rrr q 
A a 
ee ee : 


ADVERTISER'S WEEKLY 


260 


1955 


Fesruary 3, 


Technical board to make recommendations 


for television films 


‘LIVE SHOW’ QUALITY FOR ALL 
COMMERCIALS REQUIRED 


A series of technical recommendations for television com- 
mercial films is now being drawn up by a committee repre- 
senting production, processing, and equipment interests. 

Its object is to ensure that TV commercials will get off to 
as good a Start as is technically possible, and that mistakes 
that are now being made by some production units will 


BBC may hit back at ITA 


by easing ‘no ads’ rule 


Saward, Baker dire 
annual staff dinner and 
the words of a sons 
staff for the occasion Lefit 
Hal Saward, W. Mé 

FE. M. Woodyard 
director), H. G. Saward (chair? 
f R. Sainty (join 
tor), H. C. Woodyard 


Galliano 


‘Unparalleled 
growth’ of 
Saward, Baker 


When Saward, Baker held their 
annual staff dinner and d 
January 21, at the M 
Hotel, H. G. Saward (ch 
and Miss E. M. Woodyard 
managing director f 
from a trip to S 
just in time to join the 
at the dinner table 

A “song of welcon 
return, written by 
the staff and 
Joseph, was a * 
the programme 

Freddie Jones, visualiser, pr 
posed the toast of “The Firm 
and expressed warm appreciatior 
of the close personal relationshi; 
between management and stat! 

Replying on behalf 
directors, H ( 
thanked the staff for a 
work, and said that it had 
year of “unparalleled growth 
the fifm. Some 34 newcor 
had been added to the 
the last annual dinner 


(joint ma 


managir 


and | 


sung 


surprise 


‘Not dissatisfied’ 


Last Friday the chairman and 
directors of the J. Walter mp 
son Co., Ltd., gave their annua) 
staff party at the Dorchester 
Hotel Some 520 members of 
the staff dined and danced until 
the early hours 

Douglas Saunders, chairman of 
the company, speaking afte 
dinner, welcomed those who had 
come from JWT's continental! 
offices and gave a brief report of 
the company's progress. He said 
that since 1951 JWT had doubled 
their business and added over 
100 new members to the staff 
They could claim “to be not dis- 
satisfied” with their performance 

Referring to commercial TV 
Mr. Saunders how 
anxious the company was to en 


stressed 


@ Continued from page 259 
Plans for AA’s 
‘ prosperity 
conference 


\dvertising Association £450 
We don’t want to make a profit, 
but we do not want to make a 
loss. We just want to cover our- 
selves,” explained L. E. Room, 
director-general. 

Rates for the younger delegates 
remain unchanged, however, at 
one guinea for the under 30’s and 
10s. 6d. for the under 21's 
Everything is being done to en- 
courage young people in adver- 
tising to attend. 

The AA is aiming at getting a 
minimum attendance at the con- 
ference of 1,000. Nine hundred 
went to Bournemouth last year. 

At Brighton the conference 
headquarters will be the Metro- 
pole Hotel. Business sessions 
will be held in The Dome, which 
seats 1,200. 

The Advertising Association 
advises intending delegates to 
make arrangements for accom 
modation as soon as possible 

Gavin Starey has again been 
appointed press officer. 


with JWT record 


sure quality. So far they were 
working in the dark, he said, but 
if they had any worry, it was on 
the entertainment side of the ITA 

After Bill Hinks, the managing 
director, had spoken, Mrs. A. M. 
Cutting, the head of the office 
telephone exchange, who has 
been with JWT for 27 years, pro- 
posed a vote of thanks. 


Just the ticket 


Fogra Failte, the national 
tourist publicity organisation for 
Ireland, have secured advertising 
space on some 12,000,000 bus 
tickets to be issued shortly in 
London, Birmingham and Man- 
chester The tickets will adver 
tise Ireland as a holiday venue 


If “plugs” are allowed to creep 
into ordinary ITA entertainment 
programmes the BBC might ease 
its ban on advertising. 

This indication was given by 
Sir George Barnes, director of 
IV broadcasting, BBC, when he 
spoke at a luncheon of the Execu- 
tives’ Association of Great 
Britain last Thursday. 

“There will be a lot of adver- 
tising in cert places in ITA 
transmissions t they will no 
doubt be as stric controlled in 
the actual pros mes as ours 
are. If they a ot, then ours 
will not be.” he declared. 

Explaining the BBC's attitude 
to advertising in programmes, 
he said that tt were careful not 
to give any plug to anything 
which might ve it an unfair 
advantage ove mpetitor 

“The strea letters that 
arrive from his competitors when 
we mention name of the 
chairman of the National Savings 
Movement (Lord Mackintosh) is 
fantastic,” he said 

Discussing colour 
George warned against rushing 
the development of the system as 
the Americans had done. But he 
added: “There is no doubt that 
colour TV will move goods 
there is no better medium.” 

He spoke of the future of tele- 
vision There were other uses 
than just broadcasting. He men- 
tioned closed-circuit transmissions 
and their value in demonstrations 
In America the Ford company 
had used the system to demon- 
strate a new car to salesmen 
situated in many different areas of 
the States. 


TV, Sir 


be obviated. 

The committee was set up by 
the British Kinematograph Society 
in response to a request from the 
Association of Specialised Film 
Producers, whose members had 
sought technical advice on the 
production of commercial films 
for TV. 


Among the recommendations 
that the committee will consider. 
says spokesman W. S. Sharps, of 
TV Commercials Ltd., is one 
dealing with the use of ordinary 
cinema-film production technique 
“When the BBC uses a film, it is 
all too obvious,” he says. “Com- 
mercials should have all the 
quality of live shows. Cinema 
film techniques differ profoundly 
in many respects.” 


The committee 

Members of the committee 
are: chairman, W. D. Kemp 
(High Definition Films), H. § 
Hind (Sound Services) (chairman, 
BKS) ; G. J. Craig (Kodak), T. ¢ 
Nuttall (Cintel), A. W. Langridge 
(Humphries), N R. Phelp 
(Marconi), J. P. Shepherd (United 
Motion Pictures), and Mr. Sharps. 

In view of the amount of pro- 
duction already under way, they 
hope to get their recommenda- 
tions out to members of the 
ASFP and BKS within a few 
weeks, states Mr. Sharps. 

Camera and lighting  tech- 
niques, number of frames per 
second, density of print, and prob- 
lems of sound recording were the 
sort of subjects with which it 
would deal 


TV trip to New York 


A party of advertising execu- 
tives will leave for New York on 
Tuesday, February 22, on a trip 
organised by Russ Hardy. They 
will study American TV 


New studio ready in 6 weeks 


New studios are being built at 
Rotherhithe to produce films for 
commercial TV They will be 
operated by R. J. Dilworth 
Advertising Lid., a new company 
whose object is “to provide large. 
fully-equipped, modern studios 
within London with full facilities 
for film production.” 

Rotherhithe Studios are being 
built on the premises of Brand- 
ram Brothers & Co., Ltd. the 
chemicals and paint manufac- 


turers. There are seven acres 
available for development 

Stages, cutting room and view- 
ing theatre are nearing comple 
tion. Other work is beginning 

R. J. Dilworth, managing 
directof, states: “We shall be 
able to produce advertising films 
of any length or type in either 
colour or black and white for 
TV or cinema use. We shall be 
ready to go into production in 
six weeks—within 17 minutes of 
Piccadilly.” 
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Presbury’s lease Twickenham Studios 


S. Presbury & Co., Ltd., have 
taken a lease of Twickenham 
Studios, where they will make 
TV commercials. Roland Kemp, 
a leading cinema advertising pro- 
ducer, will be in charge. 

Presbury’s have the exclusive 
rights on the new form of pup- 
petry produced by Ivo Caprino, 


who received a major award at 
the 1953 Venice Film Festival for 
his work. 

Laboratory facilities for the 
processing of their productions 
are available at Twickenham, 
which is 25 minutes’ train joarney 
from V aterloo. 


{50-£250 range of costs 
for TV commercials 


—says J. Guy Presbury 


An estimate that commercial TV films wou!d cost between £50 and 
£250 each was made by J. Guy Presbury, president of the Screen 
Advertising Association and director of S. Presbury and Co., Ltd., this 


90 minutes of 
commercials 


G. Street and Co., Ltd., now 
have a stock of one and a half 
hours of commercial TV films. 
They have ceased experimental 
production because they believe 
they have “rather more than any 
client wants to see at one sitting.” 

John Fitzgerald is television 
director at Street's, T. W. Morley 
the television executive, and Ivan 
Staff creative director 


Roe 


new TV company 


A new television company has 
been announced, Roe Television, 
Ltd. It will operate from offices 
in London and Manchester, and 
will provide in major 
television centres Roe Tele- 
vision, Ltd., will act as an entirely 
separate company, similar to Roe 
Outdoor Advertising, Ltd., which 
was formed a few years ago. 

Directors are Graham Roe and 
Derek J. Roe, the joint managing 
directors of F. John Roe, Ltd 


brothers in 


services 


‘Aerial problems 
solved’ claim 


Belling and Lee Ltd. are con 
agencies and _ others 
interested in commercial TV with 
a view to installing aerials to 
receive the first ITA test trans- 
nissions which begin from Croy 
don on April 

“The installation of an efficient 
television acrial system in, say. 
a steel-framed office block or a 
commercia building, is very 
much more involved than the 
erection of an acrial on a sub 
irban house,” they state “No 
two locations are alike and many 
ntricate problems must be over- 
i * 

Belling & Lee, who will be 
adiating the picture in co-opefa- 

ym with the ITA from Croydon, 
ay they believe they have the 
answer to such problems 


tacling 


week. 

He told ADVERTISER’S WEPKLY 
that this estimate was based on 
the assumption, which he did not 
think was unreasonable, that 
15-second, 30-second and one- 


minute commercials would norm- 
ally be pro- 
duced in 
series of six 
or eight, and 
that the ad- 
vertiser used 
the same 
basic sets for 
each film 

Asked if it 
would be 
better to pre- 
sent a 60- 
second spot 
or three 20- 
second spots 
Mr. Presbury said that the ques- 
tion was analogous to the age-old 
question “Is a half-page more 
effective than two or three smaller 
spaces ? The answer was the 
same in the case of all media 
For the launching of a new 
product, large newspaper or poster 
spaces might be desirable and 
similarly longer periods might be 
required on commercial TV. 

Mr. Presbury said he did not 
think commentaries should be 
changed for the various stations. 
There was no need to use a 
northern accent for a northern 
station. “From my experience 
in the production and exhibition 
ot cinema advertising films 
throughout Great Britain, I am 
convinced that commentaries 
should be in ‘pure’ English and 
not regionally accented,” he 
stated 

One way of keying com 
mercials would be to employ the 
normal newspaper coupon, “key 
ing” technique of asking viewers 
to address replies to certain 
departments 

On the question of redesigning 
packs for TV, Mr. Presbury said 
“I do not think it will be neces 
sary for advertisers to change 
their colour packs to make them 
recognisable in the shops from 
the black and white seen on 
TV. But it may well be necessary 
to make special dummy packs in 
black and white for actual shoot- 
ing in black and white.” 


Guy Presbury. 


261 


ADVERTISER'S WEEKLY 


MORE ABC FIGURES 


‘Radio Times’ up again 
fo 8,246,149 


Latest ABC figures s! 
Latest figure is 8,246,149 
July-December, 1954, f s are 
Ideal Home has clin 

a 47 per cent increas 


Average sales since the October 
issue have been over 25 ”) 

The average sales of / trical 
and Radio Trading si ekly 
publication started on August 21 
have been 12,503. Th ides 
a number of subscriptior ich, 
when the changeover | ace, 
were allowed to cor at a 
reduced rate and we fore 
not eligible for inclu the 
ABC figures 

Punch is up by 2,102 r the 
same period last year ihe big 
fluctuations in the figu r its 
sister publication, 7/ wury 
man, shown in the accs ving 
table of latest ABC ft are 
due to the operatior the 
American Magazin the 


Month scheme, it ts cla 
The Sunday Mercury, ! ng 


ham, has progressed from 141 
to 190,495 in the second ods 
of 1953 and 1954 It lan- 
chester City News has a sen 

from 29,359 in 1953 1 121 


for the whole of last yea 


Radio Times 

Listener 

London Calling 

Mid Week Re ve lle 
Weekend Reveille 
Weekend Mail 
Reynolds News 

Daily Worker 

New Statesman 
Economist 

Spectator 

Universe 

Housewife 
Competitors’ Journa 
Stitchcraft 

The Lady 

True Romances 

True Story Magazin 
Ici Londres 

Hier Spricht London 
Practitioner 

Busine ‘ 

Western Gazette 
Punch 

The Countryman 
Glamorgan Gazette 
Everywoman 

Ideal Home 

Mother 

Horse & Hound 
Hairdressers’ Journal 
Poultry Farmer 
Electrical & Radio Tradir 
Kinematograph Weekl) 
Investors’ Chronicle 
Sunday Mercury Birmingham 


that the Radio Times continues its climb 
Of eight Odhams journals for which the 
now available, six show increases. 
om 160,918 through 205,968 to 237,109 


For the six months July- 
December, 1954, “Advertiser's 
Weekly” net sales certified by 
the Audit Bureau of Circula- 
tions were 


9,664 


a week. This total is an 
increase of more than 200 a 
week on the previous six 
months, and represents the 


Highest Circulation 
ever achieved in the long his- 
tory of “Advertiser's Weekly.” 
“Advertiser's Weekly” now has 
the 

Biggest Net Sale 


of any journal in the advertis- 


ing, marketing and _ related 
fields. 

July -Dec., Jan.-July, July -Dec., 
1953 1954 1954 
7,862,300 8,200,208 8,246,149 
129,925 141,610 134,322 
15,699 14,420 15,196 

1,630,459 1,657,598 

713,803 3,707,449 3,434,561 
672,298 1,870,386 1,753,653 
655,740 627,834 602,423 
87,679 83.4376 RO.575 
66,878 70.598 66.745 
49.091 40.640 50.076 
37.155 18.353 6,621 
241,995 255,140 261,146 
200,236 175,707 180,588 
114,208 112,845 97,135 
229,584 240,380 247,868 
78,350 82,344 RD 484 
179,483 182.086 201,163 
244,288 251,823 267,15 
5.621 6,679 8.233 
13,055 12,662 11,972 
22,801 23.789 24.099 
12,980 13,301! 13,932 
83,103 84,281 84.671 
143,174 144,556 145,276 
88,895 80,812 84,092 
17,693 18,353 18,960 
429,920 130,960 148,201 
160.918 205.968 237,109 
82,329 83,704 82.669 
44,305 46,657 47,550 
430,231 41.020 41.400 
41,059 41,230 27,578 
10,800 11,469 11,563 
6,105 6,224 6,289 
19,506 22,938 

179,141 183,584 190,495 


Young Newspapermen hear E. Lumsdon 


The Young Newspapermen’s 
Association met in private at the 
headquarters of the Newspaper 


Society on Monday and Tuesday 


Speakers included E. Lumsdon, 
London 


advertisement director 


Westminster Press Provincial 
Newspapers on “Future prospects 
in advertising.” A dinner at 
Simpson's in the Strand on 
Monday evening was presided 
over by Roy Welch, Beds & 
Bucks Observer, president, YNA, 
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TV failure would be biggest-ever 
blow to advertising prestige 


Club News ‘NEED NOT HIT OTHER MEDIA’ SAYS 
CHARLES HALLAS IN GLASGOW 
Birmingham _ Facts and figures from America suggesting that the advent of 
ae “independent” television does not necessarily mean a reduction of 
TV debated expenditure on other media were given by Charles Hallas, media oojerai managership of the York- 
cae ainda os director of Lintas Ltd., when he addressed a packed luncheon meeting hire Conservative Newspaper Co 
of the Publicity Club of Glasgow, last Friday. re - - ae <5 a Sir 
! or narew ignt éditor 
The effect the introduction of time were being quoted, he said Yorkshire Post presents Mrs 
ymmercial TY would have on Some were comparatively modest, Osborn with jewellery on behalf of 
the use of other media was a and others fantastically high, but me stay They gave Mr. Osborn 
complex problem, but American unless this basic unit price of Slates 
experience might be significant advertising time \ within rea v 
In 1949, he said, US advertising son, and could, therefore, fit into Ernest Osborn 
expenditure totalled $700 million an advertiser ymomic struc . 
and in 1953 $1,062 million—an ture, the medium was condemned retires after 
ncrease of $362 million. before it started a 
Although advertising expendi- if this new commercial TV j4 years 
ture on TV grew in those years service were to fail, believe me, it ~ 
om $12 to $227 million, with would not merely mean that a After 54 years with the York- 
the exception of network radio, gymber of companies would have ‘/"€ Post and the Yorkshire 
which declined slightly, all other test = lot money, it would be the vening Post, Ernest Osborn 
nedia showed increases also biggest blow to advertising’s pres- _ retired from the general 
. — . - “a managership of the Yorkshire 
Enough for TY tige which it has ever suffered, Conservative Newspaper Co 
“In other words, until com he warned. Ltd : 
paratively recently, the expansion —— A 
, mouo of advertising expenditure has 
veLH, acces been more than enough to cover H li Leeds, he was also a pro - 
Newcastle-upon-Tyne expenditure in this new medium,” eat sea ing member of the Nemepanes 
. . continued Mr. Hallas ~ te -f Society, of whose labour commit 
W rong ideas One complicating factor here exhibit device tee he was chairman in 1950-51- 
ar was the likelihood of freedom of . 52 He was also president of 
isinf ed newsprint, or at least larger news- A new fo it-sealing of the Yorkshire Newspaper Society 
papers, synchronising approxi- adhesive f . 


Sim { curing speci- for two years and of the York 
mately with the introduction of mens to card { chibition pur- shire Joint Auxiliaries of the 
TV 


poses has bec veloped by the Printers’ Pension (¢ orporation 
A further compensating in- Morane Plastic ‘ Ltd.. of Ash Mr. Osborn, who is a native of 
fluepce is the continuing expan- ford. Middlesex Leeds, joined the papers’ com 
sion in advertising expenditure Objects t 


ts be d sved—tools. mercial staff in 1901 and became 
here, caused in the main by the screws and a f metal or assistant general manager in 
ibolition of many years of wood , 


are placed a card and 1922. He was appointed joint 
rationing and other controls. a thin, adhesiv n——marketed general manager with E. H 
Direct mail ; “Against the background of  wunder the nar Morane Heat Fillet in 1928 and became 

his increasing annual expendi- Sealing Plastic heated and general manager when Mr. Tillett 


Miss Kay Murphy —a ture on advertising, it is well to drawn over th ‘ects and the retired in 1946. Appointed to 
a he ; 


Ernest Osborn, who retired from the 


or nat 


founder member and past 
president of the Publicity Club of 


Cotswolds 


c c s 
‘ » 


director of th I remind ourselves and our critics card in one operation. The film the board in 1950, he is also a 
tute, spoke to th y Club of that although between two and at the san time completely director of the Doncaster 
the Cotswolc , three times the pre-war figures is adheres to unding card Chronicle 
Golf now being spent by advertisers in The exhibits own in bold For many years Mr. Osborn 
site ii this country, the present figures relief with : r-clear film has played a prominent part in 
Ik B.A te in relation to national income to- drawn over then Dirt can be the public life of Leeds He is 
This year's Captais D day are proportionately at a removed by simp wiping over succeeded as general manager by 
Fleet S$ Column ( ; lower rate than before the war the film. Obiects up to 14 in J. H. Bradley, who has been 
Circle will be held « ‘ Various prices for the basic n thickness car € ela in this assistant general manager since 
September 8, at St. Geo i price per unit of TV advertising way 1946 and was circulation manager 
of the Yorkshire Post and the 


y Ni ry 4 Yorks} Evenine Pos 
ADVERTISING DIARY Forkshire “Evening "Post from 


Wu em bley provides 
Friday. February 4 Strong Trocader 7 p.m : 
PUBLICITY ” oO ‘ > > . 
, \ bain more spac e 


anc \ ins ay, February 9% 
Location of Industr ‘ r t OF PUBLIC ATIO For the first 1 * since the in 
Restaurant, 12.55 pt uncheon meeting erion 


Publicity to cure 
Monday. bh ebruary 7 > 12.49 Joey ov woe - —e oe he —_ the litter bug 


to mecrease 
the advertising space in three of One of the best ways to keep 
“ the souvenir f thall pro the Roval Parks free of litter is 
meeting ne , “ ” Warde REGES venTisie 7 grammes publicity This advice has been 
The Ange te 2.30 pin rt terheld Street Hitherto the de d for space given to the Minister of Works 
aoanene “oo » fair, Low Wil has always exceeded that avail b a committee which was 
— —_ ines ae ee ie ae B able ippointed last February to con 
Denies. Site © rave Square, S.W Ww pon The decision to rease adver sider the provien 
SUSINESS  EPFICTEN 1 Thursday, February tising space is duc the pheno Their recommendations include 
nt , t t ' menal requests for copies from adoption of a new type of 
football clubs ] ndividuals | *r bin as standard equipment 
throughout the country which ! ame Park and Green 
WOMEN'S al SING « "! i - } grav will result in the highest print ar 3 on as Pp yssible It 
pon dinner Spesker ; 


F ARTS lecture ey Stadium 
sblic Let t 
Adciph 


order vet for the event states Db poster without 


Wembley Stadium 


ar 
é : a 
- - 
»- : x Es 
i 
tp 
rE 
Sh. 
a 
v 
ir 
i 6: ; 
; did wa Db I 
tion officer of the Adv g Ass 
ciation, told a nt ‘ 
" Put y Clubs of Newc 
Tyne und «Sunderland and th 
North-l Ir rpor >. 
Man 
& 
- Pete Peewee TFT Te eee ess Pp we as 


Fepruary 3, 1955 263 ADVERTISER'S WEEKLY 


Newspaper Society, IPA revise 


standard ad conditions 


28 DAYS’ NOTICE FOR CANCELLING 


Latest coupons OF SPECIAL POSITIONS 


‘planned a 


The Newspaper Society has issued clear days’ notice before the 
9 revised standard conditions for next insertion and on payment 
year ago the transactions between news- of the difference ‘i! any) 

Coupon schemes are being re- papers and advertising agencies, between the rates for the series =F. J. Clements (president) and Mrs 
introduced by detersent manv- agreed between the Society and specified in the order and the Clements at the Display Producers 
facturers. Levers have begun the Institute of Practitioners in usual price for the series of and Screen Printers’ Association 
distribution of three different Advertising. insertions which has s«ppeared rey) Fer Howl tk ag 

- _ . ” lhe a at ole as rid tM 
types of coupon for their Surf The revisions now give clear when the order is st pred. port ation of awards was feature 
detergent indication of the period of [nan additional paragraph to one of the function 

In the London afea housewives notice to be given by agents of the clauses, a further condi- —_——— 
are being sent coupons en- wishing to cancel run-of-paper tion of acceptance of ad ertise- CHE MISTS’ 
abling them to save 8d. on two or spr cial position advertise- ment orders is given. in that A “41 ‘ N 
large packets of Surf, normally ments. The clause giving the the newspaper does not cuaran- 
costing Is. 8d. each. For the period of notice reads : tee the insertion of an) particu- PI ANS I¢ mR 
Home Counties and main “The agent reserves the right to lar advertisement, *. though JfBs Vi 
centres of population coupons cance! any unexpired part of po endeavour will be made ‘Cr’ SY VMEBC | 
which save Sd. on the cost of the order without penalty in to meet the wishes «i adver- 4 OL. 4 

' wei ; tisers. 
one large pack or two small the event of the death or failure . . 
packs are solen used of his client, and further Purpose of this paragra states Plans are now being made to 

For the remainder of the country reserves the right to cancel any the Society, is to ns the publicie the CF symbol, the 
coupons worth 4d. for a large unexpired part of the order at conditions into line wit) every- mark of the Chemists Federation, 
pack are being distributed. _ any time by giving not less than day practice. which is endeavouring to restrict 

f ar days’ Raw : The Newspaper Soci!) IPA _ the sales of proprietary medicines 

A Lever spokesman stated that our clear ys notice or in aa A lified c : 
the coupon scheme was prob the case of an advertisement standard conditions wer. orig- to qualified chemist outlets. The 
ably planned as long as a year which by reason of its position inally agreed in 1936 ari were aim is to make it as well known 
ago. The fact that coupons is chargeable at a premium subsequently revised i» 1937. — Good Housekeeping 
were not distributed during the rate not less than twenty-eight The present _revisio = = 
few weeks following the mass agreed in December, At a tripartite meeting of the 


pri reductions of detergent Chemists’ Federation last week a 
ce eductions ¢« actergents 


was “mere coincidence.” THE ONLY SPEECH| call cumadaden “heen TAOEE 


subscription 


Posters, press «ds, chemists be 
window displays poser to pas 
for bakers’ drive 


for publicity 
and public 
relations to 
educate the 


In further discuss ween public in the 
representatives of t! kery meaning of 
Ailied Traders’ Ass and the CF sym 
the Parliament committ f the bol and to 
National Association laster direct buying habits away from 
Bakers Confection ind the grocers and departmental! 
Caterers, an advert cam stores to chemists’ shops. Manu 
paign to stimulate 1 nand facturer members are to be asked 
for bakers’ produc } been tO feature the symbol on all 
outlined display material and packs and 
It is intended to ; ice a insert CF educational leaflets. In 
catchy and attractiy yoster, return they are to be given mass 
carrying a main | and Window displays by retailers t 
slogan, which can be juced the exclusion of lines outside the 
in various sizes for diff t pur Federation 
poses, ranging from window dis- The meeting which was 
This was the scene just before plays to hoardings Advertising attended by manufacturers 
the fun began at the Press Adver biocks publicising ti same Wholesalers and retailers through 
tisement Managers 1 ssociation slogan will be made ava ¢ for out the British Isles, criticised the 
mnual gala at the Comnaught use by members in loca!) news a of certain members 
Rooms m Friday packs 
The president, W A. (‘Pat’) — A resolution criticising manu 
Goodale (‘East inglian Daily ee facturer members idvertising 
Them A _—_— _ te Bay Journal iven _ er to limit memt rship 
vans in a couple of well-chosen & o national advertisers was 
entence ? defeated There are 121 manu 
frer that it was all paper hats t d facturgr members of the Federa 
bh s on presents fi - ; B ase oO iners tion 
icirix a taiity ven h — 
-s ace ¥ “stration on te nee A new quarterly magazine 
(right) did not deter the revellers Wheelers Review, w being given 


In the picture (eft to right) are to patrons of the four West End Trade Fair song 


Mr irmitage the Res Cecil festaurants owned by Whecler’s lo Blackpool 

Arn . icar of St. Bride's, Mrs Ovsters. Ltd. Print order for the 

: ale, Mr. Goodale, G. Lockett first issue was 15,000 Pocket The Gifts and Fancy Goods 
a _ ao pm a -~ ‘ size and printed on art paper, it Trade Fair is to be held at Black 
— ri , tc ae ae has 36 pages with over seven pool next year It has been 
"There was a m wd attendance of pages of advertisements Full held at Harrogate for the past 
385 at the gala page rate is £ w) six years 
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Agency's two 
new directors 


Arthur Tyler and Douglas 
Lowndes have joined the board of 
Lambe & Robinson Ltd. with eff 
from February |. Charles Weeden 
has been appointed company secr 
tary 

Mr. Tyler joined Lambe & Robin 
son in January 1954 from Lev 
Bros., where he held the appx 
ment of gencral advertising 
manager 

Lowndes has been in ager 
working life He 
& Robinson in Ox 

1952, where he became | 
th xecutive group which 
the “national launch 
Daz 

Mr. Weeden joined the 
chief accountant in April 
Previously he was a director 
company secretary to Sm 
tising Ltd 

* * 

FE. M. Gray, director 
tion and personnel f the 
Mirror) Sunday Pictorial § 
been appointed a dir 
Daily Mirror company 
. * * 

Ivor Cooper, marketing 
to Unilever has beer 1 
honorary cretary 
ing Association 
advertising 


Sparking 


H. W. Craddock, 
manag Ct i 
Plugs, has beer { 
chairman of the memt 

muittec 


. + * 
The following 
in an advisory 


associatc ditors 
capacity hav n 
appointed for Municipal Eng er 
ing: Percy Parr, president of the 
Institution of Municipal Engince: 
Fry, honora editor of 
official journal 
of Rural Distr 
published by Municipal Eng 
Publications Ltd » & 
Bradicy, C. T. Read, G. F. R. 
Dickinson, M. A. Kershaw, F. G. 
Davies, and L. Lewis. 
Editor of the journal is 
Hamilton. 
* 


Brook. 


Denys 


* * 

The Hunting Group f Con 
panics announces the appoint 
of David Bett as group public : 
tions officer in succession to Prince 
Yurka Galitzine, who h left to 
found his own firm of public re! 
tions consultants 

* * 

Charles W Hobson Lid I 
appointed John Waterhouse to th 
charge of their film and TV de; 
ment. He recently returned to this 
country from South A to 
direct films for the Army. Bowaters 
the British Productivity Council 
and a three-reel film for the Minis 
try of Works 


Associated Newspapers announce 
the appointment of J. N. Russell 
to be assistant advertisement man- 
ager of the Daily Sketch. We suc- 
ceeds John Clark, who was recently 
appointed deputy advertisement 
manager of Associated-Rediffusion. 

* * a 


G. S. Daniell, until recently crea 
tive executive in the publicity ser 
vices group of Glaxo Laboratories. 
has been appointed print buyer for 
Alfred Bates & Son, Ltd 


* * * 


R. G. Bateman and J. G. 
McCune-Colbert have joined the 
taff of Associated-Rediffusion Ltd 

advertisement representatives 
Previously they were both members 
f the advertisement staff of Asso 
iated Newspapers Lid 
* * 


lony Solomon has been ap 
nted sales manager of the Pear! 
Dean group of companies, and 
will be working in conjunction 
vith Colin Laird, the sales director 
Mr. Solomon joined Pear! & Dean 
in February 1953 from Mather & 
Crowther, where he was an account 
utive for 15 years. 
* * 7 


Howard Kitchin has relinquished 
the position of advertising and 
public relations manager of Prices 
lailors Ltd. Jiohn Collier). Before 

ning them nearly a year ago he 
was chief publicity officer at the 
Treasury 

* * 


Michael B. Kenny, 
director of Kenny's 
Agency, Dublin, has been elected 
to the Dublin Rotary Club as a 
representative of advertising ser 
vices 


managing 
Advertising 


John Beard (centre), 
Royds radio and TV division 
brates a double success 

producer of Beecham’s “Take Your 
starring Michael Miles (/efr) 
has again topped the Radio 
Luxembourg listenership survey, and 
Lucozade's “Double Your Money.” 
which features Hughie Green (ri¢/:t) 
which has achieved a 10.7 per cent 
listenership rating with an audience 

of 4,280,000. 


head of G 


A. Tyler D. 


London manager for 
Wilson Advertising 


Sydney Kendall has 
Wilson Advertising Lid 
manager He was formerly with 
the J. Arthur Rank Organisation, 
and C. Vernon & Sons, 
semor account executive 
Deadman has als oined the 
London office media manager 
Mr. Deadman has been a media 
planner/space buyer at Leggett 
Nicholson and Partners for the last 
18 months 


joined 
as London 


* 7 * 


J. N. Griffiths, sp 
planner at John Hadd 
join Legget Nict 
Ltd. on March H 
Haddon's since 
late 1946. Mr. G 
media planne 
group of Legg: 

Brian Scudder 

he other ACC 
Other recent apy 
Nicholson 
Holmes, who joined 
rccount e€xXeculy iro 
and Michael Halse, who has joined 
the copy depar t from Mather 
& Crowther Lid 

= * * 


Barry Barron, head of television 
at McCann-Erickson, left London 
Airport for th ys New York 
head office last Saturday. During 
his visit Mr. B will produce 
» number of commercials with 
Harry Wayne McMahan, vice- 
president in charge of television 
commercials McCann-Erickson 
and author of “The Television 


Commercial 


buyer and 

n Lid., is to 
& Partners 
has been with 
the RAF in 
will act asa 
© buyer on a 
m accounts, 
ue to handle 
hitherto. 


Odhams, 


7 * * 


At last week's meeting of the 
board of National Newsagent Ltd.. 
Maurice Joslin » d chairman 
of the company ir c yn to the 
late W. M. Egdell. This office will 
be combined with | duties as 
managing director. Sydney Smith 
was nominated vice« rman 

Mr. Joslin tendered his resigna- 
tion as cditor of tt National 
Newsagent, Book Stationer, 
ind George A. Adamson, who has 
been executive ed since 1947, 
was appointed to that position. Mr 
Adamson was also ¢ d a member 
of the board 

A. C. Hammond, 


now becomes assistant 


news editor, 


editor 


Lowndes. 


PeBRUARY 3, 1955 


Tony Solomon 


Ernest Kay, news editor of the 
Express and Star, Wolverhampton, 
and editor of the Wolverhampton 
Chronicle, has been appointed 
managing editor of the Evening 
News, London. He will take up his 
new appointment on May 2. 

* * * 

Leslie Beckett, editor of Men's 
Wear for 12 years, has been 
appointed editor of Drapers’ 
Record. He has been succeeded on 
Men's Wear by J. F. Gould, assis- 
tant editor, who has been with the 
organisation for 21 years. 

* * * 

Because of the lengthy illness of 
Elizabeth Schofield, the PR partner- 
ship of Legge and Schofield has 
been terminated. Sally Legge is to 
continue operating her own 
accounts 

* * _ 

G. H. Saxon Mills, who went on 
a two months’ holiday in the 
Mediterranean after the publication 
of “There is a Tide,”’ has returned 
to London. Although working on 
another book, he is not severing his 
connection with advertising 

* * * 

A. M. (“Mike”) Malin left for 
the West Country on Monday to 
organise the west region of Screen 
Services, the J. Arthur Rank screen 
advertising company. He is making 
his home and headquarters in 
Bristol. His promotional and public 
relations duties have been taken 
over by Pat Matthews and Martin 
Stevens. 


Obituary 
F. E. Hughes 


The death has occurred of 
Frank E. Hughes, aged 70, man- 
aging director of Henry Hughes 
Newspapers Ltd., the proprietors of 
the Free Press of Monmouthshire. 
Pontypool. He was the third son of 
the late Henry Hughes, who 
acquired the paper 70 years ago 
from David Walkinshaw, who 
founded it in 1859 He leaves a 
widow, a son, Richard, who is on 
the paper, and a daughter. 


K. Davidson 

Kenneth Davidson has died at 
Saltburn, Invergordon. He was 83 
Proprietor and editor of the Perth- 
shire Advertiser before the first 
world war, he later served as a sub- 
editor on the Dundee Advertiser and 
retired in 1936. 


AB.C. Figures 
Jan. to June 1954 


CAMBRIDGESHIRE TIMES GROUP 
66,63 


Copies 
Weekly 


London Representative : W H. WALMSLEY 


69 Fleet Screet, E.C.4 


Northern Representative : ARNOLD ELLIS 
+4 Cromford House Manchester 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Central 9353 


Tel. Biackiriars 6987 
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Over 70% effected sales! 


Dear Mr. Deben! 


I would lik: hank you once more for your 
kind co-opera in placing our new style 
advertisemer he Sunday Pictorial which 
as I have alr ld you had an extraordinary 
success 
In fact we ! eived up to now 4,520 replies, 
of which at , have been effected sales. 
We have fu iad up to now approximately I 
420 letters h customers expressed their 
satisfacti the highest terms with our | 
product letters I would like to state 
are ent insolicited and have been | 
writt ut any hint from our side 
to dc 
Tr ndous success does not only | 
show w our product is liked by the 
put it also is some proof of the 
eff of the Sunday Pictorial 


hat we have soon an oppor 


tun » make another test which 
at time of the year should 
s) till better results. 


Mr. L. Magnus, Senior Director of Inter- 
national Foot Appliances Limited, is yet 
another top businessexecutive who willingly 
acknowledges the astonishing pulling power 
of the Sunday Pictorial. With a weekly net 
sale of over 5} million, the Sunday Pictorial 
goes into millions of homes all over the 


country on the best advertising day of the 


_ : cuff , = . 7 
week. Moreover it is an exceedingly pouat Soak tao. that herd akin ma. appene, Whe? .- Beteuss 
(oo much weis! «th to th eS ‘ 
shee : entif tiy desig 
economical proposition for advertisers. po nn ee eionears « all the gatatel dreamer 
t ijlion andat hav proved tor ther 
= f+ : ana f ports give tmetant 
asting reliet f * leet s pair of ee at 


Pes eee range ee ae OMNIPED foot cushions 


SETOPMATIOMAL 190! APPLIANCES LID. Beet UP, 106) 92 Ore Ot «Jf 


One person in three reads the Sunday Pictorial 
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Minister tells lrish advertisers of plans for 


New BSI council 
forms publicity 
sub-committee 


The need for wider use of well- 
understood trade descriptions or 
labels which would help cus- 
tomers by giving them more com- 
plete and accurate information 
about the goods they buy was 
considered by the British Stan- 
dards Institution's new advisory 
council on standards for con- 
sumer goods at its first meeting 
on Friday. 

The council t copies of week-end edition 
principal aim was to help imerican Daily” arrive at 
preparation 


if ritish Standar ngeles Airport after having 
needed to improve the qualit 


reiterated that 


over the North Polar 


of consumer goods in 
It was agreed that 


would 


56.000 copies of new 
week-end edition 


Daily, UK and 
ymtinental editions of which 
a daily sale of 50,000, Mon 


have to decide 

to tell the public at 

dards It was felt that 
little had been done 

public about the commen 


action taken by certain 1 to Friday, has now launched 
like bedding and furnuit ek-end edition, priced at 9d 
setting up through the BSI t comprises 12 pages of news 
basic standards associated ' 12 of features including a week's 
marking schemes ligest, and 16 of coloured comics 
A publicity sub-committee wa All 56,000 of the first print order 
formed to improve the Instit vere sold out 
information service. Lo ¢ Like the 
hurst, C. R. Casson, Rut rev uimed primarily at Americans 
and Roger Falk agreed , rving in Britain and Europe 
on the sub-committee and M ind carries British advertising, 
Marghanita Laski has als ticularly of export commod: 
invited es 
Their task will be to advise London office of the papers is 
how the council can get its 1 n Park Street. Publisher is Mel 
commendations across | the Ryder, president of Army Times 
public and also to assist in brir Publishing Co.. who 
ing the views of the public number of standard 
council weeklies 


The American 


daily edition it 1s 


issue a 


military 


Price-cutting ‘would lower standards’ 
Northern screen printers told 


A warning that price-cutting cutting, 
could result in a decline in the business away 
‘standard of craftsmanship ible at 
the industry or in forcing ong, le prices,” 
out of business.” was given b J 
L. G. Parker, general secretary of that 
the Display Producers and Scree: 5 
Printers’ Association, to men 
of the northern branch in Ma 


producers should 
unless it is 
adequate and appropriate 
he told the meeting 
Wilson said that he 
many of the big users of 
reen printing would install their 
»wn plants and cut out producers 
altogether if prices were increased 
chester last week. He said t! One or two firms were already 
complaints had been made ab doing this, he warned 
prices being cut in some instance Mr. Parker replied that he was 
to retain customers not telling 
The time had now decrease 
said, when screen printers should merely wanted to press home the 
tell all advertisers that they could necessity for maintaining them at 
only get first-class work by paying 2 time when price-cutting was 
the right price. “Instead of price Starting in some sections 


turn 
avail 


feared 


producers to increase 


arrived, he or their prices He 


London export office 


ASSOCIATION'S CHAIRMAN PLEDGES 
SUPPORT FOR NEW PROJECT 
An office and permanent exhibition rooms in London—“the 
Mecca of the international buyer”—are to be opened for the 
Irish Exports Board (Coras Trachtala). This was announced 
at the third annual dinner of the Association of Advertisers 
in Ireland at the Shelbourne Hotel, Dublin, on Wednesday of 
last week by the Minister for Industry and Commerce, Mr. 
William Norton. 
Mr. Norton. wt 
toast of the Assoc of Adver- 
tisers, said there was 
evidence of conf ice in the 
country’s econon sition, and 
all the factors present for 
the encouragen and develop- 
ment of industric 
He referred the work of 
Coras Trachta t the dollar 
exports field an nented that 
there were still ense possi- 
bilities in both the dollar and 
sterling markets. It was for this 
reason he had authorised the 
organisation of the new London 


proposed the O'’Sheehan, who 


man since the 


had been chair- 
organisation was 
founded nearly four years ago, 
was presented with a_ silver 
loving-cup by the members on his 
retirement, from the chair. He is 
succeeded by Arthur E. Snow, 
the advertising manager of W. & 
R. Jacob and Co., Ltd. 

[Three of the five retiring 
members of the council were 
re-elected, G. §S. Childs (Irish 
Assurance Co.), C. P. Kelleher 
(Bovril, Eire, Ltd.) and Dr. Dillon 
Dignby (Pye, Ireland, Ltd.). J. M 
McNeill, advertising manager of 
John Player and Sons, Ltd. 
Ireland, was named to succeed 
R. B. Cobbe, of the same firm, 
who has transferred to the sales 
side; and Liam Boyd (TWA) was 
elected to the remaining vacancy 


premises 

The co-operation of the mem- 
bers of tne As ciation in 
supporting this new export drive 
was invited by Mr. Norton 

The chairman, Jack O’Sheehan, 
in reply, said that the Association 
represented the biggest adver- 
tisers in the country, and one of 
its aims was to support any 
advertising campaign in the D ~=Gl k 
national interest. The Minister ay O INKS 
was assured, therefore, that the Sunbonded 
members concerned would give are being 
support to the new London ¢ (oo. 
project. 

The toast of r Guests” was 


Developments in 


Day-Glo 
introduced by 
Ltd Under exposure 
to sunlight they are claimed to 
keep their fluorescent brightness 
proposed by Arthur . Snow and at least twice as long as Day-Glo 
acknowledged by the Lord Mayor inks hitherto available 

of Dublin A wi Alfred The new inks have been 
Byrne developed by Dane's chemists in 
conjunction with Switzer Bros 
Inc. of Ohio, the pioneers of day 
light fluorescent colours 


colours 
Dane 


Guest ambassador 


Guests included His Excellency 
the United States oe bs 
Mr. William Howard Taft. P. W to be “only slightly more” per 
Murphy, president of the Federa- pound than the existing Day-Glo, 
tion of Irish Manufacturers, F. W but the new Sunbonded screen 
Padbury, chairman of the Irish colour has 25 to 334 per cent 
Association of Advertising Agen greater coverage than the original 
cies ( J Kenealy president, inks, it 1s claimed 
Associated Irist Newspapers, Sunbonded Day-Glo 1s 
R R Yates Hale secretary able in the same six 
Dublin Newspaper Managers’ normal Day-Glo In addition 
Committee, A. R. Thomas, chair- to screen colours they are also 

an A dvertising-Press Club available in the form of oil 
Liam Boyd, chairman. Publicity brushing paint 
Club of Ireland, and Maurice The immks are 
Gorham. director, Radio Eireann this countr 

Earlier in the day at the Ltd., 


Association's annual meeting, Mr 


The cost of the new colours is 


avail 
shades as 


manufactured in 
only by Dane & Co., 
of Stratford, London, under 


licence from Switzer Bros 


"RADIO TIMES 


A single 
insertion 
in the 


'RADIO TIMES is a National Campaign for nine days-plus 


(A.B.C. AVERAGE NST SALES 8,200,208 wasKLrY) 
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Percy Parr, O.B.E.. B.Sc. M.I.Mun.€., 
M.Inst.C.E., Engineer and Surveyor, New- 
castle upon Tyne, and President of the 


Institution of Municipal Engineers. 


R. F. Fry, M.R.San.E., M.R.San.1., A.M.1.P.C., 
M.S.1.A., Sanitary Inspector, Surveyor and 
Water Engineer, Droitwich Rural District 
Council, and Chairman of the Rural District 
Council Surveyors’ Association and Honorary 
Editor of the Official Journal of the Associa- 
tion of Rural District Council Surveyors, 
which journal is published by ** Municipal 
Engineering °’. 

H. E. Brooke-Bradley, O.B.E., M.!. Struct. 
E., F.R.San.|., Deputy County Surveyor, Wor- 
cestershire. 


THE 70-YEAR OLD 


“MUNICIPAL 
ENGINEERING” 


TAKES ANOTHER STEP FORWARD 


The Editor, Denys Hamilton, now has as colleagues the follc 


Such a step indicates the increasing support ‘‘ Municipal Engineering "’ is receiving from 


1g Associate Editors : 


C. T. Read, A 
Mun.E., F.R.San.i., 
Borough of Maide' ad. 


CE. FRLGCS, i. 


ngineer and Surveyor, 


G. F. R. Dickinson, B.Sc., M.I.Mun.E., 
Engineer and Survey:’, Baildon Rural District 


Council. 


M. A. Kershaw, §.C.S., F.I.San.£., F.linst. 


S.P., Manager, Sewage Purification Depart- 
ment, Borough of Slough. 

F. G. Davies, *.R.San.|., A.M.1.San.E., 
Chief Sanitary Inspector, City of Exeter. 


I. Lewis, M.B.E., F.S.1.A., Senior Sanitary 
Inspector, Pontardawe Rural District Coun- 


cil. 


technical officers serving local government and who are responsible for annual purchases 


of upwards of £1,500,000,000. 


HOL. 5502 


“MUNICIPAL ENGINEERING” 


4, Clement's Inn, London, W.C.2 
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AA annual dinner 
in November 


The annual dinner of the 
Advertising Association will 
be held at Grosvenor House 
on Tuesday, November 22. 


' 


‘Express,’ ‘Mail’ 
run £10,000 


contests 


Another competition war has 
broken out between the Daily 
Express and Daily Mail. Both 
vapers are promoting £10,000 


' 
Ver 


ntests 
Readers of the Daily Mail are 
being invited to enter a “Happy 
Holiday Contest.” Each day they 
have to choose the best of four 
titles for a holiday photograph 

“Household Budget” is the 
name given to the Daily Express 
competition Contestants have 
to place in ordef of merit items 
on which taxation relief would 
bring the greatest amount t 
relief to the largest number 
people 

The schemes, which both bega 
on Tuesday, are being hea 
advertised. 


‘What's My Line?’ 
in Dublin 


Two sessions of “What's My 
Line?" were recorded for the 
Aspro - sponsored programme 


from Rad Luxembourg in 
Dublin on Monday The team, 
Lady Isobel Barnett, Anona 
Wynn, David Nixon and Frank 
Owen, with chairman Roy Rich, 
flew to Dublin for the recordings 
on Monday morning and re 
turned the same night 

Arrangements for these ses- 
sions were made in Dublin by 
O’Kennedy-Brindly, Ltd 

Masius & Fergusson who 
handle the Aspro account for 
radio and television, have planned 
a campaign which will take the 
show to many of the main indus 
trial centres in the provinces 


Exhibition dates 


Dates for the National Trade 
Press Exhibitions at the Royal 
Festival Hall this year are Feb- 
ruary 14-18, Fashion Fair; 
February 21-25, Household Tex 
tile and Soft Furnishings Fair ; 
and February 28-March 4, Men's 
Trade Fair. 
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‘CHOOSE YOUR 
MARKETS IN 
AMERICA’ 


The only effective way foreign 
businessmen can sell in the 
United States is by a better selec- 
tion of markets, concentrating on 
areas and customers with higher 
buying potential. 

“ “Selective selling’ in America 
eliminates waste effort and waste 
tume, and makes marketing and 
advertising more profitable,” 
states The New York Times in a 
new 12-page booklet, Selective 
Selling in the United States. 

The booklet is the latest in a 
series published by the paper to 
help business executives abroad 
understand the US market. The 
series has dealt primarily with 
the advertising and marketing 
problems most likely to be met 

foreign advertisers coming 
into the American market. 

The New York Times points 
out that much foreign advertising 

he United States is wasted in 
trying to influence people who 
have neither the inclination nor 
the means to buy what is being 
marketed. 

In the travel field, it has been 
found that just over half the 
Americans going abroad come 
from 11 North-eastern states and 
Washington. “One of the basic 
reasons why the European travel 
industry has been so successful 
in the last few years is that it has 
concentrated its advertising and 
promotion in this area,” the 
booklet states 


An enlarged, and completely re- 


decorated, classified advertisement 
department has been opened at 
the head office of the Manchester 
Guardian & Evening News Ltd 
in Manchester 

The department is divided into two 
large connecting rooms, one for 
receiving advertisement orders and 
the other for handling the replies. 
The colour scheme, using light 
grey or ivory wa und an ivory- 
coloured ceiling, i entuated by 
the use of dark woods, such as 


MOUNTBATTEN TO 
OPEN BIF 


Lord Mountbatten is to open 
the British Industries Fair at 
Olympia, London, on Monday, 
May 2. 

The Fair stays open in London 
and Castle Bromwich until May 
13. Lord Mountbatten said, in 
accepting the invitation to open 
the Fair : “The BIF is one of our 
most effective operations.” 


Doctor praises direct mail, but 


warns against 


A manufacturing druggist and 
a doctor discussed the sending 
and receiving of medical direct 
mailings, at a British Direct Mail 
Advertising Association luncheon 
last week 

Tr. C. Black, a director of 
Menley & James, Ltd., said that 
direct mail for “ethicals” was 
addressed, not to the public, but 
to an intermediary, the prescriber 
Therefore it was concerned more 
with instilling ideas than with 
selling goods, which involved a 
continuing process, rather than 
direct mail “shots.” He claimed 
cheapness as a particular virtue 
of direct mail. The total cost of 
a letter and its literature could 
work out at Sd. per doctor, which 
ncluded 14d. postage 

Postcards were a convenient 
way of disseminating items of 
news quickly. Sample mailings 


over-frequency 


were a particular feature of direct 
mail to doctors. Direct mailing 
of house journals, in addition to 
the prestige value, was useful for 
disseminating technical informa 
tion. But direct mail found its 
fullest expression in what he 
called “envelope mailings.” The 
contents should be personal ; 
should as far as possible contain 
news ; and should draw attention 
to information in the technical 
press 

Dr. W. R. Bett said that, as the 
reading time of the majority of 
doctors was limited, they had 
come to look on the mailings sent 
out by many “ethical” houses as 
a convenient and invaluable epi- 
tome of current medical litera- 
ture He warned against over 
frequency of mailings; it was a 
case of familiarity breeding con- 
tempt 


STANDS FIRST AND 
FOREMOST IN LOADON 


AND PROVINCES 


PRINCIPAL BRANCHES 


PROPRIETORS 


ODHAMS PRESS LTD 


112 HIGH HOLBORN W.C.1. 


MANCHESTER 


BIRMINGHAM 


LEEDS 


WATFORD 
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honduras mahogany and makore 
veneers. 

In ine receiving office is a large 
L-shaped counter, a number of 
writing desks, and a table for the 
file copies of the newspapers 
which are surfaced with pale 
brown marble-patterned Warerite 
plastics. The replies office has 
two counters and a newspaper- 
file table which are also surfaced 
with similar material. 

The installation, which was planned 
by the late Michael Rachlis, was 
carried out by Courtney, Pope 


Lid. 
New features in 
‘Press Directory’ 


New features in this year's 
issue Of the Newspaper Press 
Directory (Benn Brothers, Ltd., 
42s.), show the principal 
publishing houses and the publi- 
cations they issue, and the leading 
newspaper advertising groups 
which, although not necessarily 
under the same proprietorship, 
accept advertisements at group 
rates. 

Details are given of 1,548 
newspapers, 3,852 periodicals and 
magazines, 999 directories and 
year books published in the 
United Kingdom and _ Ireland, 
and 9,969 publications in the 
other countries overseas. 

Basic advertisement rates are 
provided for the home news- 
papers and periodicals and also 
for most of the Dominion and 
colonial publications 


‘Old Ben’ concert 


The annual Sunday concert 
presented by the Birmingham 
area committee of “Old Ben” 
will be held at the Alexandra 
Theatre, Birmingham, on Sunday, 
February 13. 

Artists who have promised to 


appear include Tessie O’Shea, 
Billy Thorburn, Janet Brown, 
Percy Edwards, lan Wallace, 


Peter Butterworth, Paula Baird 
and the Ernest Element Quartet 
The show is being produced by 
Barrie Edgar of the BBC. 


FFICIENT SERVICE 


SOUTH COAST 
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AVERAGE NET SALE 
of 
The Daily Tele raph 
fr 
1954 


1.045.818 


This figure shows an increase of 


bI,212 
COPIES PER DAY 
over the 1,014,606 average of 19953 


EVERY MONTH SHOWED AN INCREASE OVER 
THE SAME MONTH OF THE YEAR BEFORE 
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TO-MORROW’S 
COPY MEN 


A major problem now facing ad- 
vertising agencies of all sizes 
is the acute shortage of copy- 
writers. 

Agency chiefs, with expanding 
appropriations to spend and 
new accounts in the offing, ar: 
at their wits’ end to plug the 
gaps in their creative stafis 

The demand to-day is for men 
who can, in the words of on« 
copy chief, “take their coats 
off and start producing selling 
copy right away.” 

The supply is just not there 
Many of the best have alread 
been secured with prospec! 
and pension schemes. And re 
cruitment is haphazard. 


Immediate needs 


The immediate post-war problem 
of creative staff was shortag 
of artists. Although there is 
still a dearth of top men, the 
situation is improving. 

Certainly there is no shortage of 
recruits. The art schools may 
lack appreciation of commer 
cial requirements, but at icaost 
they are producing the 
material. 

But is sufficient being done to 
attract potential copy alent 
from the public and grammar 
schools? 

The agencies will have to bid 
among established professional 
men to meet their immediate 
needs. And difficult as that is, 
it is nothing compared with 
problems they will face a few 
years hence if nothing is done 
to train youths now. 


Recruiting problems 


One of the big difficulties to-day 
is that young men choosing 
careers do not appreciate the 
nature of agency organisation. 
Too many imagine that the 
account executive's job is the 
surest stepping stone to the top 

and the one requiring fewest 
academic qualifications. They 
hesitate to start as “assis- 
tants in the production depart- 
ment.” The term spells indus- 
trial hand-worker to them. 

Here is an urgent task, and onc 
which is being tackled Vigor- 
ously by the Institute of Prac- 
titioners in Advertising. 

But the IPA cannot be left to 
solve everyone's problems. 
Agencies must plan their own 
supply of talent now, or pay 
the penalty to-morrow. 


Talking Points 
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‘Educate the retailer’ theme 


is catching on 


OLLOWING comment on 
this page (January 20) a 
new awareness is arising of the 
importance of educating the 
retailer in the art of hard-selling 
the shop counter 
News is coming in of schemes 
pep up efficiency at the point 
sale 
Electric & Musical Industries 
J for instance have 
ounced a plan to help dealers 
training their staff to sell more 
imophone records 
They state: “Every enterpris 
wv dealer realises that the key 
building and maintaining big 
es of records lies in having an 
equate staff with the requisite 
owledge of the record business 
d even more important tite 
thusiasm and the imagination 
anticipate and stimulate their 
tomers requirements 
That's the important point 
enthusiasm and imagination 
stimulate sales 
EMI have opened a training 
ntre for weekly record sales 
ining courses 


Y-FRONT WISDOM 
PAYS DIVIDENDS 
ae Ron Ward, of Lyle & 

Scott, comes some interest 
1g, instructive literature used to 
vcourage the better seiling of 
Y-front underwear, the American 
rm Coopers’ product made and 
distributed by his firm in Britain 
A slim volume entitled /ntel/ 
gent Salesmanship is a gem. It 
is dedicated “to the nation’s retail 
sales-people, who bridge the gap 
tween manufacture and con 
sumer, and whose importance in 
uur economic life must never be 

inderestimated 

Chapter headings speak for 
hemselves: Approach, Making 
the Sale ; Handling People . Say 
ne Goodbve 

Does this selling education pay 
dividends ? Vastly increased Y 
front sales in Britain speak for 
themselves—1,100 per cent up 
since 1945 

Interesting quote from the 
booklet for advertising men and 
women with ideas about thei 
standing: “Let's say it again 
retail selling is a profession 

There’s surely danger in such 
thinking. When men in business 
get the “professional” bug they 
tend to think more about their 
dignity and status than the sales 
graph 


SURF boils spatlesc! 


+ 150s temet 


ODD AD?! 
Caption provided by Miss 
C. H. Savage, of Hampstead 
Anow the pr fea mas gone 
up Il know tf nner cleanit 
ness , a thine—but 
really |!" 
NEVER-NEVER 
A COMMER AL television 
station in the nited States 
is offering to se me on the 
nstalment plat 
The New , Times fore 
casts: “It 1s rea le to assume 
that TV time next to jomn 
the ranks of items sold on time 


in the vears ahead 


quickly 


PUFFS 


HERE will be some laughter 

in the court of public rela- 
tions this week when the boys 
who get “mentions” for every- 
thing from liqueurs to lemons read 
the “threat” made by Sir George 
Barnes. the BBC's director of 
television 

Sir George said that if “plugs 
are allowed to creep into the 
entertainment part of ITA pro 
grammes the BBC might ease its 
ban on advertising 

“Might” is the operative word 
Many advertising men would sug 
gest that the BBC door is already 
ajar 

Plays and films are heavily and 
unashamedly boosted. Perhaps un 
intentionally, cigarettes, vacuum 
cleaners, motor and cycle tyres 
airlines and many other products 
have had boosts. Panel games 
ind sporting events have been 
the occasions for many of these 

All accidental” 

Into this office regularly come 
advices to “See our product on 
TV next week.” 

Outdoor events lend themselves 
particularly well to publicity 
exploitation The cameras can 
hardly avoid huge slogans painted 
alongside race tracks or on 
immense hoardings fortunately 
placed in the background. Sports 
stadiums wired for TV seem to 
have so many sites 


TO-MORROW'S TOPICS 


® National Sunday newspapers 
will respond to the challenge of 
the “Woman's Sunday Mirror,” 
with special sections for 
women, with advertising slanted 
to the market. 

@ Extensive tising will result 
from competit between Bo 
water and Albert E. Reed, both 
now in the paper handkerchief 


business 


Big exporters are planning new 
publicity drives in America in 
anticipation of an expected re- 
duction in US tariffs. 

@ Tea manufacturers will launch 
extensive camp ns when new 
prices come into effect shortly 
Theme in most cases is ¢x- 
pected to be educational. Copy 
will explain why the increases 
are necessary 


@A new American deodorant is 
being marketed in a revolution- 
ary package which will be seen 
in Britain soon. An applicator 
which gives the lotion free flow 
is similar in operation to the 
ball-point pen when rolled over 
skin surfaces. 

@New American product ex- 
pected in Britain soon is a 
‘soft light” electric lamp for 
home use 


Following their refusal to 
handle “Woman's Sunday 
Mirror” last week-end, mem- 
bers of the National Federation 
of Retail Newsagents, Book- 
sellers and Stationers § are 
planning joint action in an 
attempt to get improved terms 
from other publishers. 


ROUND TABLE 


A VALUABLE TIP TO 


ALBERT MILWADO & CO. LTD. 


ADVERTISING AGENCIES........ 
You get maximum commission through 


140 CROMWELL ROAD 


LONDON, &.w? 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: FREMANTLE 8592/3 
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Evening Despatch 


CORPORATION STREET, BIRMINGHAM, 4 


Tel.: CENtral 846/ 
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Commercial Television 
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The salesman will be an actor— 
choose him with great care 


NE of the most interesting 
developments in American 
TV advertising has been the 
evolution of the technique 
known as “Product identifica- 
tion.” 
Broadly speaking 
of TV advert 
applied most suc« 
the product itself has a mort 
servalive advertising histor 
sims to convince the ABC 
ment of the TV audience. ( 
sidering our own particular pré 
media 
great dea) 
should be mentioned that 
my experience the techr 
progressed since 1948 ar 
full of surprises Onl 
general description of 
ind effect can, 
given 
It has been 
service an adv 
could give a ¢ 


sing 


essiul 


ems in this 


worth a 


MESSENGER 


i Read Office: MAIDSTONE 5588 London: 80, FLEET ST. Central 7500 


SOUTH EASTERN 


GAZETTE 


place a salesman and his message 

‘fore each potential buyer of 
ihe product. This is followed by 
the salesman’s maxim, that the 
best salesman is one who believes 
100 per cent in the product he is 
selling. 
Now television advertising 
goes a long way towards fulfil- 
ling these conditions. It not 
only presents the salesman be- 
fore the potential buyer in his 
own sitting room, but does so 
by invitation. The turn of the 
switch on to commercial tele- 
vision being akin to the turn 
of the latch on the front door. 
n addition to this, the recipient 
isually in a relaxed mood . 
which helps. However, the sales- 

in who appears before you 
three times in a week or even a 
nonth, plugging three different 
products and using (as will be the 
here within a few months), 
the same well-worn phrases from 
he copy department, is patently 


CHATHAM 


OBSERVER 


insincere. The glazed hypnosis of 
the viewer who sees and hears, 
but does not register, will soon 
show up on the monthly sales 
graph 

It was to combat this that the 
“Product identification”  tech- 
nique was developed 


Association in mind 


Ihe first step is to select a 
salesman who “company” 
man and who b nes so closely 
associated in ewer’s mind, 
that even his sonal identifica- 
tion is enough to recall the pro- 
duct and the message. Starting 
from the first principle “Who de- 
cides the 
duct” (not 
first policy C I to 
made as to he salesman 
shall be male ale, old or 
young or, per! even a child. 
Bearing in mind at many a 
campaign has f hrough try- 
ing to change es in mid 
stream, the selec f the type 
of person who is Front” the 
account Is as cruc s the 
ing sessions that ! R 

It is at this t the adver 
tising man get volved with 
show business 


casi 


Frustrating time ahead 


No matter h your cast- 
ing agent sifts the ent, you are 
in for a frustrat time. Luck 
will play a great part in deciding 
whether you find the right person 
on number seven or 700. The best 
thing to do is to make a selection 
of half a dozen probables. These 
must conform with all the more 
obvious qualifications 

Remember, your first impres- 
sion of the actors is important ; 
they must look the part they 
are to play, whether it is to be 
the grizzled foreman who has 
been making your client's cars 
for 20 years, or the respectable, 
middle-aged executive who sug- 
gests that his firm can give you 
better rates on insurance. 

The television viewer has 
usually formed a basic impression 
which decided the “For or 
against” attitude before your poor 
actor has even opened his mouth 

The next step is to put the can- 
didates through a rigorous orien- 
tation course which must include 
a complete background of the 
firm's history. Let them get to 
know how the product is made 
and meet some of the people who 
make it. Trips round the client's 
production plants most useful 
if you are to convince them that 


the particular product is superior 


By DON ARCHER 
of John Haddon & Co., Ltd. 


At about this point it is usually 
possible to start weeding out. | 
find it useful to let the candidates 
try to sell me, in an informal, 
spur of the moment commercial 
prepared by themselves. The 
main thing to look for is sin- 
cerity ; if this is lacking then drop 
the actor immediately. If you 
have done your selling job well, 
then you should find at least one 
who comes up to expectation 
Presuming that you have made 
a final selection, you now have 


Producing the 
rings 

A television salesman must 
sometimes be called upon to 
do attractive things with the 
product. What happened 
when an agency wanted one 
to blow smoke rings is re- 
counted by Thomas White- 
side in the recently published 
book ‘‘ The Big Puff”’ (see 
Advertiser's Weekly, page 216, 
January 27). 

“We turned up this guy 
in Detroit . .. who claimed 
to be able to blow 26 smoke 
rings at a time. We had 
our production people check 
on him for alive commercial. 
- « » everything was going 
nicely when we realised that 
the studio air conditioning 
and all the hot lights would 
set up air currents that 
would disintegrate the smoke 
rings as soon as they were 
out of (his) mouth.”’ Efforts 
were made to place the 
salesman in a glass cage 
“until we realised that 
we could not photograph 
through glass on account of 
reflections.”’ 


to make a satisfactory “tie-up” t 
prevent the actor from advertising 
anyone else's product. The con 
tract should be made directly be- 
tween the sponsor and the actor 
concerned in my opinion, for in 
that way a number of nasty lega 
entanglements and misunderstand 
ings are avoided The length of 
time should be kept short, pri 
viding there are definite “pick-up’ 
options written in the contract 
Don’t tie an actor down too much 
with regard to work in general 
for, 1f you have chosen wisely 


@ Continued on page 274. 
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MERCURYS 


SING: 


More people than 
ever before are 
reading the Mid- 
land's own Sunday 
Newspaper. The 
‘Mercury’ will 
bringyourmessage 
to thousands of 
Midlanders with 
money to spend— 
at a time when 
they have leisure 
to read it. 


Member Audit Bureau 
of Circulations. 


Sunday Mercury 


CORPORATION STREET, BIRMINGHAM, 4 


Central 846! 
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Commercial Television 


How cowboys help bread 


sales in America 


HE success of the cowboy 


character, Pick Temple, in 
helping to promote the Heidi 
brand of bread in the United 


States has been so considerable 
that the firm is building him (and 
his dog) into the trademark 
Heidi bread is retailed by Giant 
Food Department Stores Inc., 
Washington, DC, who now 
spend in the region of $250,000 
a year on commercial television 
to advertise the products and 
services of their 28 stores. What 
was originally conceived as a 
small spot schedule for the bread 
and only incidentally as a 
general promotion for the Giant 
Stores—has since grown into a 


very large local advertising cam- 
The agents are Henry J. 


paign. 


Kaufman and Associates of 
Washington, DC. 

The cowboy-folk singer was 
selected because of the general 
popularity among children for 
western hefoes and also because 
competitive breads use similar 
personalities. Bread, it has been 
found, can be very successfully 
“sold” to children by television. 
Part and parcel of the Heidi cam- 
paign is the “Giant Ranger” 
club for children—and more than 
100,000 have now been enrolled. 

Road safety is strongly 
stressed by Pick Temple during 
the course of the programme and 
recently the Giant Food Stores 
received a national award for 
community advertising from 
McCalls Magazine. 


The popular Pick Temple is here seen feeding his dog with a slice of 


Heidi bread. 


Packages of the product are seen inside the wagon. At 


left are Robert Maurer, of the Kaufman agency, and Clarkson 
Gemmill, of Giant stores. 


CHOOSING THE SALESMAN —continued 


your actor may become well 
known and be seen often in the 
programming or entertainment 
end of the medium. 

This is very advantageous 
because every time he appears 
the audience has a subconscious 
re-call to the product he has 
been associated with. Free 
advertising plugs like that are 
worth their weight in gold. 
Another suggestion is to let the 

script-copy writer have plenty of 
contact with the actor. In this 
way he can write the commercials 
in such a manner that they blend 
with his personality and the 
general feeling of sincerity. Above 
all, do not let any enterprising 
publicist discover your actor using 
a competitor’s product at any 
time, anywhere 


The masculine gender has been 
used all the way through merely 
to simplify the example ; but in 
practice even a talking dog has 
been used . . . with great effect 

This article has done no more 
than give an outline of this in- 
teresting technique. The pitfalls 
and difficulties will be obvious to 
all, and the only way to ensure 
success is to take plenty of time 
making a final selection, have a 
little luck and a lot of experience 

New twists are always being 
discovered to destroy the rules 

There is, for instance, the case 
of a giant tobacco company in 
America who used a girl with a 
slight speech impediment to plug 
their cigarettes. The female sec- 
tion of the audience reacted very 
favourably 
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House « House 


Distribution 


a nation-wide advertising medium of growing importance 


House-to-Hoase distribution of samples, circulars, coupons 
or catalogues is a medium on its own—and one that is 
growing in importance. More and more advertisers are 
coming to realize that distri»ution can give a telling per- 
sonal touch to a sales campaign. It can place the product 
in the hands of the householder, or drop an attractive, 
persuasive leaflet into the erbox. It can cover selected 
areas at chosen times, or every town in the country simul- 
taneously. Whichever way this flexible system is used, it 
is cheap, quick and effective 


We are proud of our list of regular clients. They are among 
the biggest advertisers in this country and they have found 
house-to-house distribution a thoroughly reliable and 
successful medium. Their trust in our organization is our 
finest testimonial. If any other is needed, we think it is 
best provided by proof of the time and trouble we have 
spent in making our distribution service almost 100°, 
effective. 


Supervision of field staff is, we believe, the basis of our 
efficiency. Our distributors work in teams made up of four 
women resident in the area they operate in, and one full- 
time supervisor. Over every ten teams there is an inspector; 
over him a chief inspector. As a final check, our own 
research staff make regular inspections. 


Up-to-date maps ensure that distribution is accurately 
planned and that teams can go to work quickly and 
effectively. Our maps cover every town in the country 
Information about new housing estates, etc., is sent to us 
by our team workers and enables us to keep our maps 
up-to-date in every detail. Copies of maps are sent to 
clients, team supervisors and inspectors. 


Costs of house-to-house distribution are remarkably low, 
averaging in bulk, £40 per 11,000 distribution. This is 
considerably cheaper than postal charges on the same 
number of samples or circulars 


If you are interested in house-to-house distribution, wr 


System of distributk 
possible to exclude 
houses with garages 
nation-wide distrib 
a time. Distributio 
but varies slightly ac 


The following are 
carried out by us dur 
how flexible the syste 


A large detergent sam; 
holder in every town t! 
of four weeks. The 
2,000 tons. It involve 
$00 vehicles. Over a‘ 
balance being straight 
uted in four weeks wa 


A breakfast cereal in | 
together was distribu 
by area, in conjunct 


A large multiple store o 


catalogue to nearly | 
in the vicinity of ea 


An oil company spe 
to householders wit! 


A food product sam; 
distributed to all hor 


We regularly handle 

as Lever Brothers Lt 
Gibbs Ltd., Pepsod 

Co., Ltd., Cadbury's 
E. C. De Witt & C 
Nestlé Co., Ltd., Sy: 
Ltd., Great Univers: 


comprehensive booklet 


Circular Distributors 


GLEN ISLAND, MAIDENHEAD, 


BERKSHIRE 


PHONE 


es from client to client. It is 
income groups; to deliver to 
sion or gardens; to carry out 
concentrate on a single area at 


ages 11,000 per week per team 


g to system and locality 


i! examples of distributions 
54 and will give a good idea of 


s distributed to every house- 

\out the country over a period 
weight handled was about 
r 2,000 field staff and nearly 
personal calls were made, the 

sution. Total number distrib- 
than 10,000,000 


1 of two large samples banded 
ill households in towns, area 
a sales drive in each area. 


ization distributed a Christmas 
householders in selected areas 
h 


lected distribution of samples 
cs 


ining into several millions, was 
lers except those in Class E 


ition for such large advertisers 
json & Knight Ltd... D. & W 
s) Ltd., The Shredded Wheat 
Westminster Laboratories Ltd., 
1., Standard Brands Lid., The 
Biscuits Ltd., C. & A. Modes 
es Ltd., and many others 


for our 


Limited 


MAIDENHEAD 1120 
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Serious advice to the copywriter 


on how to handle humour 


RANDOM analysis of a 

few hundred modern 
advertisements will probably 
reveal that some seven or eight 
per cent of them rely for their 
attention value or for their sales 
appeal upon the use of humour 


There is a wide diversity u 
of the type and qualit; 
humour used, ranging from the 
gentle whimsy (found in current 
sank advertising) or the simple 
illiterative heading, n to tne 


joyous nonsense I ilice n 
Wonderland parodies 


Appeal to imagination 


Some humorous 
ments of to-da‘ ire D t 
the ppeal to the imag: 
but in others the humou 
and manifestly | Ju 
everyday humour nothing is 
deadly as tl me Wal ia ] 
so in advertisu 
“ ? ing stra vard 
t empt to be 
n the attempt 

Now comes a book ! 
prove both help and 
the copywriter charged wit the 
“wc ms DUS ness ot oe » 
the book ts called The Humor j 
Humor, so spelled because the 
iuthor, Evan Esa $s an Ameri- 
can l iblished at I2s. 6d 


’ 

by Phoenix House. Fortunate 
Mr. Esar is catholic both ir 
ywn appreciation of hun j 
ilso in the illustrations that he 
provides. With a few spelling 
amendments, 60 per cent of the 
book might have been written in 
this country 


Attempting the impossible 


The great service that Mr. Esar 
does for the advertising writer is 
to attempt the almost impossible 
to classify and analyse the multi- 
tarious forms of current humour 
The book opens well with these 
words 

There are few subjects of 
everyday interest about which 
we know so littl is we ao 
about humour How man 

of us know that there 
numerous kinds of word play 
other than puns 


In the first chapter, he outlines 
the basic types of humour: the 
secrack, the epigram, the gag. 
the joke, etc. Then the main 
techniques of humour are 
examined, such as those depen- 
dent upon speech (Spoonerisms 
1 tongue-twisters) and those 
based upon word play (puns 
Wellerisms—as the “x” said to 
the “y”). The chapters that fol- 
“ expand and examine 
merous individual types of 
humour in current use—parody, 
tire, irony, malapropism, typo- 
graphical error and so on. 
With the best will in the world 
book of this kind can hope to 
e complete. There appears, for 
instance, no reference to that 
lelightful “Simple story” tech- 
nique that once regularly graced 
the pages of Punch, and which 
has since been used successfully 
by advertising writers. The ever 
popular limerick is naturally 
included, but little is said of 
other types of nonsense verse, 
some brilliant examples of which 


By HERBERT DENNETT 
Advertising manager, Austin Reed, Ltd. 


have appeared on London Tube 


may give an idea of the resources 
car cards in recent years. 


of the book. 


It is pleasant to find Shake COCKNEY The bookseller 
speare recognised as “our first who was asked for a copy of 
epigrammist as well as our Omar Khayyam “Sorry, sir,” 
greatest dramatist he said, “We ’ave ‘is Hiliad and 


is Hoddyssey but not ‘is 
Khayyam.” 


TRANSPOSER : The more 


Double talk use 


arroll is honoured as the 
Bo po A distinct form of patient pedestrians, the fewer 
~— rd-play lak hetmacke.” pedestrian _ patients. (Road 
- jad c @ 


though Mr. Esar makes a curious Safety people, please note.) 


criticism of Car n page 67: MALAPROPISM: “Tom, my 
“Double talk might have come dear, tip your hat. Don't you 
into humour half a_ century know enough to decapitate 
earlier if Lewis Carroll hadn't when you meet a lady?” 
mis-directed his erwocky into WISECRACK: “I've got a pet 
verse and portmanteau words.” pig. I call him Parker.” “Is 
To select examples from a that his real name?” “No, 


book like this is an invidious that's his pen name.” 
business indeed in humour 
one man’s meat other man's Extend the boundary 
“poisson,” and “Mr. Esar him What 
self points out “Its a wisecrack 
that knows its own father.” But Chiefly to stimulate ideas along 
here are one specimens the broad lines of humorous 
from selected cla cations that technique There is little doubt 
that the boundaries of advertis- 


is the value of all this 
to the advertising copywriter? 


a 
+. ; : 
3 Lape 


| New window pelmet for beans 


“= 


ing humour could be considerably 
extended, for the majority of 
light - hearted advertisements 
to-day may be classified under 
two or three headings only 
puns, parodies and a few wise- 
cracks. Almost any of the 20 or 
30 distinct forms of humour 
listed and illustrated by Mr. Esar 
could be usefully pressed into 
service 


Only skilled hands 


Here is no sphere, however, 
for the patient ingeniousness of 
the congenitally sober minded 
The mechanism of humour, 
perhaps of English humour in 
particular, is so delicate that only 
the skilled hand of one after the 
manner born can manipulate it 
successfully 

Together with this new work, 


4 new window pelmet set for Batchelors baked beans is being supplied the copywriter with humorous 
to retailers to replace the cream of tomato soup pelmet displayed in ambitions might do well to read 
recent months. The complete display is printed in bright, attractive from cover to cover the works 


colours, and consists of a mar 


yon background with the legend of early Victorian Thomas Hood. 
Batchelors Baked Beans,” and yell 


»w corner flashes shi 


ne cans of who as Mr. Esar well says on 


beans in natural colours. Underneath a supporting streamer repeats page 72, “handled English with 


the message. At eye level n either side, window 


show a dish of beans ready for ser 


representatives fit the indow pelmet in posit 


in colour consummate craft and enlarged 
lealer service our conception of the uses of 
7 word play.” 


ng. The company's 
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GVELPAES 


lo Copenhagen 


The exhibit you may wish to show in the British Exhibi- use. Our production ciates in Copenhagen since 1947 
tion, Copenhagen—trom 29th September to 16th October are the best people o e spot. Mr. Caspersen will supply 
1955—can be prefabricated and completely assembled labour and supervis¢ ction of the exhibition material 
in London if vou use an Ivelpak. This self-contained we build in England on \our behalf, after we have arranged 
travelling exhibition unit provides 60 cubic feet of packing, transportat ind insurance and looked after 
storage space and it is possible for one unskilled person all the other formalities connected with exhibiting over- 
to erect the Ivelpak which, opened out, provides about seas. We know the jolp—because C.D.O. was responsible 
LOO square feet of illuminated display. When the ¢ open- for providing in 1948 many of the exhibits in the last 
hagen story is done you still have an Ivelpak for future British Exhibition, Copenhagen. 


C.D. (OVERSEAS) EXHIBITIONS LTD. 


CITY DISPLAY 
ORGANISATION 


30 UXBRIDGE ROAD, LONDON, W.12) SHEpherd’s Bush 1281 
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Paul R. Goulett, elected 
Operating Vice President, 
New York, New Hoven and 
Hartford Railroad Com- 
pony, New Hoven, Con- 
necticut. 


Dovid E. Feinberg, elected 
President, U. S. Air Con- 
ditioning Corporation, 
Minneapolis, Minnesoto 


Wrightson Christopher, 
elected President, Rust 
Croft Greeting Cards, 
Boston, Massachusetts. 


Thomos H. Jeffers, ap- 
pointed Assistant Genera! 
Manager, Anaheim (Calif.) 
Division, Robertshaw- 
Fulton Controls Company, 
and Assistant Vice Presi- 
dent of the Company. 


Frederick J. Mayo, od- 
vonced to Executive Vice 
President, F. H. McGraw 
& Compony, Hartford, 
Connecticut. 
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othe Wall Street Journal 


brings business news from anywhere 
to businessmen everywhere in the U.S.A. 


The way business news is covered in The Wall Street Journal sounds 
like a paradox: It is a horizontal publication with vertical penetration of 
thousands of businesses and industries. Its widespread staff of writers 
keeps contact with mills and factories, industries — large and small, all 
kinds of businessmen. Skilled in their profession, they are keenly sensitive 
to the tides of business news. What they know .. . what they dig out . . . is 
reflected in The Journal every working day. 


This kind of timely business information is eagerly sought by Journal 
readers. It has great appeal to a man of ambition—a man who keeps getting 
ahead in business. Reading The Wall Street Journal provides him with 
useful business news . . . arms him with facts that put him at ease in any 
business discussion. 


Multiply this man by thousands upon thousands and you have the 
getting ahead in business market — the market covered so well by The 
Wall Street Journal. 
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KEY TO mar 
_argest private wire system SEE iccr coon t> to erecs eovensd ts 
orca oo — maintained by an individual a 
5 ng publication @ 107 Journe! correspondents in 97 cities 


= Direct sews wire system 
tn eddition, The Journe!l hes news bureeus in 


meee oe wes ° “~ em 


lenden, Ports, and Geneve end other 
Correspondents im ces the 
Complete services of es va oe nna wena einen 
AP, UP, INS, and Reuters  “¢™ York, Chicago, 
— . Dallas, San Francisco 


.eethis one-of-its-kind pubiication 
opens important doors 
for you in the U.S.A.! 


Because businessmen are so responsive to the usefulness of The Wall 
Street Journal’s news, the information in your advertising finds a friendly 
atmosphere. 

This is atmosphere that produces sales. These are men who authorize or 


influence the purchase of billions of dollars worth of products and services. 
Direct your sales message to this mighty market — 317,381 subscribers 
alone, not counting additional readers. You'll experience an impact that 
will surprise you with its immediacy and its breadth. 


Get complete details about the American 
business market today. Inquire: Mr. T. E. 
Callis, Advertising Director, The Wall Street 
Journal, 44 Broad Street, New York City, N.Y. 
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creative 
sales 
promotion 


tS 


THE ASTRAL GROUP of companies 


fer a complete service, for the creative design 


the , 
and production of sales 
4 
“at promotion schemes. We specialise in brochures, 
- teed 


catalogues, dealer display and point-of-sale material. 


Astral Arts 
Group 


ASTRAL ARTS GROUP LTD 


171 NEW BOND STREET LONDON W1 
Telephone: Grosvenor 8711 (ten lines) 


Associate companies * Mercury Displays Ltd 


Atlas Photography Ltd + Anvil Press Led © APS Lui 
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Typography in Advertising 


How to make the book 
stand out from the page 


By ROGER DARCY 


N the literary pages of our the eye at once. Consisting, in the 
two distinguished Sunday ™ain, of the mames of two 
newspapers, the Observer and authors set in Perpetua bold, the 
the Sunday Times, appear titles in each case indented under- 
regularly small publishers’ — = Porpotm nae sli 
? urb” lined up beneath in Times 
announcements which I have Roman and finished off by a 
often thought were worthy of simple rule border, this is a neat 
an article to themselves. Trans- and satisfying piece of work. That 
lating thought into action, is not to say that all publishers 
here is an analysis of some of should copy Cape’s. In fact, if 
these advertisements taken ‘hey did, their advertisements 
from the same issue of the two would lose their effectiveness 
newspapers. Too many sizes 
Some publishers try to make Similar, but not so engaging. 
these rather difficult’ advertise- was a Dent advertisement. This 
ments little gems of typography: suffered from the use of too many 
others try to make them suffi- sizes and weights of type and its 
ciently startling to stand out from careful balanced layout contrasted 


their numerous fellows surround unfavourably with the dynamism 
ing the offerings of the literary of that from Cape. Once again 
critics And there are those. 


the author's name was in Perpetua 
alas, who probab simply send bold, but lower case was used 
the copy for the printer to set One is willing to brave the on 
resulting usually in mediocrity slaughts of Gill supporters when 
Naturally there is a tendency it is said that the Perpetua bold 
towards heavy bo s, very bold lower case was not one of his 
type, and “gimmicks” to draw the happier designs and it is much 
eye of the prospective book-buyer, better to use the upper case only 
but sometimes the more conserva Then the title was set in Plantin 


tive but attractive picce of typo not a very good example of “type 

graphy stands out the welte: mixing” surely? The plain rulc 

of “clever” advertisements was varied at foot and top by 
For example n he Sunday three closely set rules. 

chosen for this experiment, the Now we come to those who 


Jonathan Cape advertisement met try shock tactics, and, as to be 
expected, such types as the 


@ Continued on page 28! 


Ka Cassell ¥* 
Available this week 
from ALL booksellers 
for the first time 


THE SCOURGE 
OF THE 
SWASTIKA 


by LORD RUSSELL 
of Liverpool 
“ The author's tone is as moderate as 


The Book Society's Choice 
for December 


JAMES 


COURAGE 


The Young have Secrets 


‘An uncommonly real 
study of the agreeable but 
imperceptive child... quite 
unsentimental, and very 
moving Pamela Hansford 
Johnson‘’in THE BOOKMAN 


10s. 6d. mer 
RING 


LARDNER, 


hes hject permits. He induiges in 

- no lurid appeals and abstains largely 

The Ecstasy of jR. from comment of any kind ihe 
proved facts are left to tell their own 

Ou en Yuir excruciating ta The photographs 

mm U caxt—-that ay,t rT 

* Intellectual n the best . c haf iS tO Say, they turn 


h but demand attention 
a true story, fairly 


; 


sense of the « wd... its T 
shrewdest hlows are told 
reserved for fashionable 
Catholicism.” 

DAILY TFLEGRAPH 


Tin Lit. Supp 
80,000 sold already /5/- net 
Coming 27 January 

oh. OO. net THE MISSING MACLEANS 
JONATHAN CAPE BY GEOFFREY HOARE Jilus. 1216 net 


left The Jonatha: ( ape advertisement met Roger Darcy's eve 
once Rieht One of the book advertisements that use shoct 


factics 
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TYPOGRAPHY IN AD¥ ERTISING—continued 


SCHWEITZER 


JO MANTON 


Published on the 80th birthday of 
the Nobel Prize winner, this in- 
spiring story sheds new light ona 
life of remarkable achievement, 
primarily for young readers, but 
almost equally for the adult 
reader. 

Illustrated 9s 6d 


b..METHUEN 


This was the most attractive pub- 
lisher's announcement seen by 
Roger Darcy in his survey. 


Grotesques, heavy Egyptians, 
Othello, Cooper Black, and so 
on, are in great demand. There 
is the Cassell advertisement for 
the sensational Lord Russell 
book. The title stands out a 
mile in Othello. The rest is 
rather restrained. Attention is 
drawn to the publisher by a 
charming reversed name block, 
which does not quite come off in 
the rather tough newspaper 
printing. 

Collins consistently use an eye- 
catching style with the use of the 
very bold Basuto type for both 
titles and names of authors, and 
by setting the first word of each 
“blurb” in Cooper Black. Name 
of the firm is also in Basuto. It 
is not an elegant style by any 
means, but it is easily recognis- 
able to those who buy books. 

A combination of Gill Extra 
Heavy, Times Bold and a dotted 
border three sides only was tried 
by Hutchinson's. Robert Hale 
used Karnak Black for names 
and Gill Sans serif light italic for 
titles—an odd combination—but 
to thriller and science fiction fans 
perhaps the name of the author 
is that much more important 
than the title of the book. The 
whole is set off by a compelling 
jagged border. However, much 
care has to be taken with wide 
set faces, and one could see how 
Hale’s had had to cram in the 
rather long name “MacDonald.” 
The characters were on top of 
one another, and it was a mess. It 
would have been better to have 
used a less aggressive Egyptian 
and thereby achieved better type 
setting 

Of the borders the most charm- 


he time of scarlet capes 
and the red tricorne 


Sweet 


Witch 


» 


10/6 


MICHAEL JOSEPH 


This advertisement is considered 
to be “quite a gem.” 


ing of all was the Michael Joseph 
hand-drawn effort with the Mer- 
maid symbol. This is quite a gem. 
The circular head block of the 
author, name in unusual drawn 
script, title in Bodoni—all make 
a very attractive advertisement. 
Macmillan draw attention very 
cleverly to the Storm Jameson 
novel by encircling the title (set 
in Gill Extra Heavy). 


But there was the other side of 
the picture, too, in these issues. 
The Dropmore Press, advertising 
one of the best produced books 
of the century, could not do 
better than a little box with the 
title in one of those types called 
Chatsworth. 


The last remarks are reserved 
for what I think was the most 
attractive publisher's announce- 
ment from the two newspapers 
the Methuen advertisement for 
the “Story of Albert Schweitzer,” 
which shows what can be done 
in a small space. A decorative 
border encloses the title in 
Albertus (an excellent display 
type), the author’s name in Per- 
petua, a neat line drawing of 
Schweitzer, and a_ descriptive 
piece in Times bold, finishing off 
with the publisher's name in an 
outline face. I have one tiny 
typographical criticism of this 
advertisement, since nothing is 
perfect in an imperfect world 
That is that they might have 
allowed just a little more space 
between the title and the author's 
name. From the copywriting 
angle, by leaving out the last 
word “reader.” which is redun- 
dant, the designer of the adver- 
tisement might have achieved a 
neal squared up piece of copy. 


noted this 


yi 


The 1! 
that the 
mornir 
only ¢ 
83% i 
The 
Scotti 
Engli 
Nat 
spot 
since 
rapic 
part 
Ad\ 
bulk 
no Er 
for tl 
Reme 
in th 
you | 
Scottis! 


ADVERTISER'S WEEKLY 


media 
cakness ? 


readership survey shows 
dership of English national 

wspapers in Scotland is 
aS against an average of 
gland and Wales. 

rence adds up to 1,370,000 
jults who never read an 
ional morning paper. 

advertising needs on-the- 
rt in Scotland. Particularly 
perity is growing more 
scotland than in any other 
eat Britain. 
se in the Daily Record, the 
hose 900,000 readers read 
| national morning paper, 
reased coverage you need. 
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Cut out this 
Information 
Sheet No. I 


The Daily Record is the largest circulating, 
completely Scottish national morning paper. 
It is read by a total of 900,000 people 
every day, from all sections of the Scottish 
community, its circulation being spread over 
the whole country. Note the Daily Record’s 
coverage of the richest Scottish markets : 


Popula- House- 


Towa thon holds 


Glasgow 2,3 149,500 
Paisley 12,200 


Motherwell 


) 
4& Wishaw 14,506 


Aye I ! 4,70 
Dunfermline 71 2 5,700 
Kirkcaldy 5,880 
Kilmarnock 2,12 l 7,600 


Falkirk 2 ! 9,100 85.0 
Among the important counties in Scotland, the 
Daily Record has particularly high coverage. It 
reaches, for instance, more than 30%, of house- 
holds throughout 


ARGYLLSHIRE (pop. 63,270). A county 
which typifies the growing economic strength 
of Scotiand. Agriculture and light industry 
prosper J he Farm and factory 
workers enjc I ges , are good customers 
for an ever-growing! »f consumer goods 
LANARKSHIRE (pop. 1,614,125). A centre 
of Scottish, bot ind heavy, industry 
Established p ; wking to capacity 
More and more new plant is going up. One 
example the f nillion steel project of 
Colvilles otherwell a steel works 
covering one are mite 

AYRSHIRE ipop. 321,184) is another 
agricultural and industrial county. Here, 
development again is the key word. At 
Kilmarnock Harris are extending 
their agr t ichinery manufacturing 
capacity t ) sg. ft. And Glenfield and 
Kennedy are erecting a new brass foundry 


Full Colour — a unique service 
The Daily Record is the only daily news- 
paper in Great Britain offering full colour 
advertising. Full colour, brilliantly re- 
produced in the Daily Record, means 
maximum impact 


Daily Record 


KEMSLEY HOUSE KEMSLEY HOUSE 
LONDON GLASGOW 


File this sheet with your Daily Record rate card 
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Advertising is simpler 


than you might think 


says STANLEY BROOKS, 
of Cecil D. Notley Advertising Ltd. 


HAT’S all the fuss about ? 

In creating an advertising 
campaign, I mean. All you 
have got to do is attract the 
attention of the right people at 
the right time. Tell them your 
client’s story convincingly and 
up goes the sales curve straight 
through the roof. 

Easy ! 

Why then does some “brilliant” 
advertising fail? Why, for that 
matter, does some meticulously 
planned advertising also fall flat 
on its face ? 


People and time 


Maybe the “brilliant” adver- 
tising was being brilliant to the 
wrong people at the wrong time 
Maybe the “planned” advertising 
was such a bore that it failed to 
attract and hold attention, even 
though it was reaching exactly 
the right people at exactly the 
right time. This not put for 
ward as a great and original 
thought. It is old stuff. But it 
is also true stuff. Yet how often 
it is disregarded 

Who is to blame 

I say “the executive.” I say 
it firmly while full of traitorous 
guilt—and a niggling sense of 
unfairness in letting the client 
get away without blame. 

Remember, however, that it is 
the executive's job to sift all the 
facts, to call in the aid of the 
researchers and marketing boys 

to get the problem clear before 
the copywriters and designers get 
busy—and by getting the prob 
lem clear, | do not mean present- 
ing designers a copywriters 
with a mass of statistical data 
1 mean telling them in plain 
everyday language what you wish 
to say, to whom and when. 


Lack of encouragement 


For instance: “Have a look 
through all this guff, Joe—it 
might help,” does not encourage 
a designer or copywriter to do 
great things, and especially when 
the “guff” consists of large wad 
of closely typed foolscap full of 
dreary looking tables. Nor does 
the vague, broad and breezy 
approach of “We want something 
new, Joe—you know something 
like Bloggs did about three years 
ago—but different,” produce a 
startlingly successful campaign. 

However sketchy and inade- 
quate it might appear, would not 
the following produce better 
results ? 

Look Joe these baked 
beans are going to cost 3d. 
more per tin than their nearest 
competitor. Here are cuttings 


of competitive advertising. If 

you open this tin you will see 

that beans are far lighter brown 
than usual because the canning 
action is faster—therefore more 
goodness. We want to concen 
trate on housewives in the XY 
income groups (average two to 
three children). Bean buying 
time is autumn and winter 
most housewives think they 
keep the cold out.’ 

For that matter how many 
media planners and space buyers 
get a clear, simple brief. 

Having given a clear brief, the 
executive’s task involves stimu 
lating ideas if necessary. This 
can involve everything from argu- 
mentative discussion to chatty 
cups of coffee or—not to be taken 
as a precedent—a large gin and 
vermouth During the process 
(let us only hint at it with 
diffidence) he may even produce a 
worthwhile idea himself 


Reward of executive 


What, after taking all this 
trouble, will be the reward of the 
executive. He should, in theory, 
receive not only copy and rough 
layouts that have brilliance, but 
it will be a beamed brilliance 
directed bang on the target. 

But if the campaign does not 
emerge like that ” 

Then it should never get be- 
yond the agency's front door, let 
alone reach the client and even 
tually the public Hence more 
argument, more cups of coffee 
and who knows—if the situation 
is utterly desperate — even 
another glass of gin (probably 
consumed by the executive alone 
and in despair). 

Then, one fine day, well with 
in the time limit, of course, the 
execulive presents the scheme of 
beamed brilliance to the client 
The client, one hopes, will judge 
it in the only way a scheme can 
be judged. Will it attract atten- 
tion? Is it directed at the right 
people at the right time? Is it 
convincing? If the answers to 
these questions are “ Yes,” then 
a first-class advertising campaign 
will proceed to do a first-class 
job of work 


Placing the blame 


But if only one of the 
answers is a sincere and genuine 
“No,” then the executive returns 
to the agency full of years and 
guilt. 

As he enters the front door, he 
may mutter, “But it’s all so 

all we have got to do is 


way, to the right people at the 
right time.” He will then be dead 
right—and to blame 
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Advertiser's Weekly 
A.B.C. Net Sale 


JULY — DECEMBER 1954 


COPIES WEEKLY 


The Highest Net Weekly 
Sale ever achieved by any 
Journal devoted to British 
Advertising & Marketing. 


Advertiser’s Weekly 


‘* An ever-growing force in Advertising and Uarketing”™ 


180 FLEET ST., LONDON, E.C.4. TEL. CHAncery 8844 
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Ferguson Radio and Television recognise the vital fq} 


PROMINENT DISPLAY AT POI! 


LL classes of advertisers are realising that the 
success of any campaign depends to a great extent 
on effective display at point of sale. 
Showcards. window displays, illuminated signs and 
glass or paper pelmets all keep your product in the 
public’s eye at the most important time of all — the moment 
when the purse is open or cash is in the hand. 


A top executive of one of the largest Advertising Agencies said recently : 


** The importance of display at point of sale is stil! not 
fully appreciated. Shop windows are certainly among the 
most valuable sites available to advertisers and greater use 
should be made of them in any planned campaign.’’ 


SOFFE BROS. LTD. and SOFFE BROS. (DISPLAYS) LTD. 
offer a unique, national display service to all advertisers. 

Our Staff has many years of experience in handling 

display contracts of every size and nature and is fully 

mobile — each member being equipped with a modern van. 
Consult us for advice on any point of sale problem. 


We are contractors to . 


Atlas Lamps. Horniman’s Tea. Pickerings Produce 

Ardath Tobacco Co., Ltd. Harris—The Paint Brush Canners, Ltd. 

Anglo-American Chewing Gum Ltd. Heath & Heather Herbal Remedies Redfern Rubbers Ltd. 

British European Airways. acer, Cream, Baked Beans. Silvikrin Laboratories. 
ak. 


“ Corona” Family Drinks. 


Typhoo Tea Limited. 


, Lyons Tea. 
Ever Ready Torches. Macleans Peroxide Tooth Paste Vimto. 
Hovis (Buttered, not bettered). Oxo Limited. Wolf Tools Limited. 


Ferguson Radio, Television. John Player & Sons. Weston Biscuits Limited. 
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portance of 


IT OF SALE 


aours of receipt of instructions. 


FFE BROS. LTD. 


‘BRON ROAD, WATFORD, HERTFORDSHIRE. TEL. GADebrook 3393/4 
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Photograph of 
the Month 


Meet the 
editress 


rp His month's selection pro 
vides one of the most 
interesting and successful 
examples of intelligent use of 
1 given picture-area that the 

Photograph of the Month” 
has yet brought to light. 

The second in a new national 
campaign series for Kensitas 
cigarettes, the advertisement has 
been adapted to various sizes in 
media including Radio Times, 
Daily Mail and Daily Herald 
but casily the most effective was 
ts use in 11 inch triple column 
format in which proportion the 
selection panel first saw Mather 
& Crowther’s striking advertise 
ment 

What is it about this photo 
graph that commands attention 

Firstly, the principal subject—a 
fashion editress very well 
portrayed by London and Paris 
tashion model Brenda Hanbur 
so completely dominating the 
Secondly, a strong 
if conventional triangular con 
Thirdly, the uncom 
promising manner in which the 
model looks straight at us: no 
grimacing, no pertness, no coy 
ness Fourthly, the pleasant 
believability of the setting: the 
drawing-board bureau, the lamp, 
the “pencil pot’ all these are 
the familiar, authentic trappings 
of the real life den of the fashion 
editress 


picture area 


position 


An authentic background 


And they form 
solid, authentic 


a harmonious, 
background 

It is interesting to note that art 
director Evelyn Smith “sees” 
photographs in their essentials 
L.¢., aS Varying patterns of juxta 
posed black and white shapes 
For that reason, when she 
visualises the work she does 
not “see” in terms of line, but 
in terms of counter-balanced 
tones. This is indeed well illus 
trated in this brilliant photograph 
by Oluf Nissen. See how every 
important dark is positioned 
against a relative light area, and 
vice versa; how no part of the 
design is lost by convergence into 
similar-tone areas. This js artistry 
of the highest order 

It is not the place of the selec- 
tion panel to comment on the 
copy that is the job of 
Copytaster. But from the writer's 
short visit to the creative team 
who conceived this advertise- 
ment (Evelyn Smith and copy- 
writer Digby Durrant of Mather 
& Crowther Ltd; along with 
Oluf Nissen) it was quite evident 
that all three worked with an un- 
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Photography in Advertising 


selfish and entirely successful 
realisation of their dependence 
upon each other 

Nissen has not featured in 
ADVERTISER'S WEEKLY before, 
although his work is in growing 
demand. An accident to a finger 
changed the course of his life, for 
he had hoped to be a violinist 
Gordon Stapely of Carlton 
Studios encouraged the then-dis 
appointed young musician to seek 
self - expression in another 
medium. And for 12 years Nissen 
photographed at Carlton. A part- 


nership with Bertram Follett 
(who has also contributed to the 
current Kensitas series) lasted a 
further six years, then Nissen de- 
cided the time had come for him 
to found his own business. With 
Leonard and Gillian Fulford 
(who specialise in food photo- 
graphy) Oluf and sister Annelise 
now run a busy, satisfying prac- 
tice in Chelsea. 


The ‘ Photograph of the Month’ 
can be seen in the context of 
the advertisement on page 288. 


Fepruary 3, 1955 


In the first issue of 
each month ADVERTISER'S 
Week.y is publishing an 
outstanding commercial 
photograph chosen by a 
selection panel comprising 
a nominee of the Institute 
of British Photographers, 
the Editor of ADVERTISER'S 
Weexty and John Heron. 
Photographs should be sent 
to the Editor. 
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4/3 “on Top’ 


ADVERTISER'S WEEKLY 


There’s plenty of room on 
top for the photographer 
who uses HP3 — that’s the 
lesson of this entertaining 
‘photograph of the month’ 
chosen by the Advertiser’s 


Weekly panel of experts 
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DIRECTIONS 


SUCCESSFUL sale. packaging requires 
not only in the de- 
tailed wording of the copy, but equally 
so in the easy readability of the print. 
A customer, who cannot quickly find 
out how a medicine should be taken or a 
cake mixture prepared, is a lost cus- 
tomer as well as an angry one. 
Whatever the situation, there is the 
right, distinctive ‘Monotype’ type face 
to meet your particular problem. ‘Mono- 
type’ type faces are essentially readable, 
and with the printing quality of new, 
Single type, you can be assured of the 
finest impressions, even on a long run. 


MONOTYPE 


* Ree. Trade Mark of 


clear instructions 


The Monotype Corporation Limited 


London and Salfords, Redhill, Surrey 


COLYER « SOUTHEY 


C29, 
NY fa 
A UNE BOARD 
amen THAT «6 
" 


PON HA BORN Bebe 


RADIO TANGIER INTERNATIONAL 


are pleased to announce they are now 
represented in London 

Reach the millions in Spanish and French 
Morocco, Spain. Portugal and Gibraltar by 
advertising through our two powerful trans 
mitters. “* Spots '' and feature programmes 
can be arranged to order 

15 per cent. commission on air time paid to 
accredited agent's London address 

tt Eamont Court, Regents Park, N.W 8 


HARROW 
BILLPOSTING 
COMPANY 


SPRING STREET w.2. 


Fepruary 3, 1955 


Photography in Advertising 


A self-contained service 
in an unusual backwater 


To call on Douglas Clarke, 
John and Kenneth Cole is 
doubly a pleasure, because 
their Studio Five is situated in 
a most unusual backwater off 
Shepherd Street, close by 
Shepherd Market—a tiny little 
community with flavour all its 
own, hard by Piccadilly. So 
one ventures into another 
London ; and one meets a pair 
of rare photographers indeed. 
Rare? Ur: 
terms ol 
graphy. For 
another pair 


rather, in 
ercial photo- 
cannot recall 
rothers operat- 
ing a top li: self-contained 
service of pt graphy as com- 
prehensive as y offer. Ken- 
neth, perha until recently 
known to a aller circle in 
advertising 1 his brother, 
spent seven s under John 
Ryan's ban: at Scope, 
specialising lustrial photo- 
graphy His rtunities were 
not confined e editorial re- 
quirements of magazine, for 
he shouldered most of the 
operationa! sibility for a 
scheme wher« aders of that 
journal could themselves of 


Photograph in situ 


I won't write another line” 


=e wae te 


This is he Photograph of 
the Month Iipp rsin ine a tual 


ement 


By JOHN HERON 


an industrial photographic ser- 
vice. 

Brother John, meanwhile, was 
completing a long and not 
always easy road of apprentice- 
ship “the hard way.” A year or 
two as an “inside man” at 
Ilford’s gave him useful know- 
how about papers, plates, films, 
chemicals and apparatus. Two 
years of printing for Fox Photos 
taught him a great deal about 
mass production of prints, about 
print quality—and speed. It also 
gave him the opportunity of 
examining and appraising thou- 
sands of other people's work 
and of reaching certain conclu- 
sions about what went into the 
making of a successful shot 
and what went into an urrsuccess- 
ful shot. Such points he 
remembered. 


First real chance 


A period with Gee & Watson 
provided him with his first real 
chance to see what he could do 
with a camera ; then came an even 
more productive period with the 
Hugh White studio, where his 
style developed and matured. A 
sensitive, thoughtful artist, John 
Cole has made a_ considerable 
name for himself as fashion 
photographer. His pictures 
always have a feeling of airiness 
about them, a lightness of touch 
and, rightly, charm. Yet they are 
neither precious nor cluttered 
with “atmosphere creating” 
baubles. I have, in fact, never 
been in a studio containing fewer 
“props” than 3l-year-old John 
Cole's. Lighting, in spring and 
summer, is almost invariably day 
light Two generously roof 
windowed studios refreshingly 
free from London's usual neigh 
bouring and overlooking buildings 
gives him a gentle, malleable 
light. His own particular prefer 
ences among his prints are 
invariably those where his liking 
for the unusual form, line or tone 
show through; hence he regrets 
that so many fashion clients have 
hard and fast well-preconceived 
notions about how their garments 
are best “shown.” 

Kenneth Cole, on the other 
hand, gets satisfaction out of sur- 
prisingly prosaic subjects. In a 
Midiands mill he found amuse 
ment—and a highly original shot 

in a production line of ladies 
long combinations. Among oper 
atives in the factories he visits, he 
finds rich character studies 

How is his work used? In- 
creasingly in the cause of 
printed PR. Company reports 
illustrated by a pictorial sur- 
vey of the company's activities 


@ Continued on page 290 
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You cant for 


do better 


than go to 
enlargements 


| AUTOTYPE Photo-murals 
Transparencies 
Soineibintin: wlbiibithaiains >,all alicia —_ black - and - white 


well-known business concerns 7 / colour 


in all fields, advertising agents, exhibition and display 


folk, commercial photographers, etc Autotype, estu’lished 85 years, is a successful 
in fact all those who use good Company 
photographic enlargements in advertising 


The reasons 
Much indifferent work is seen today 


*% Autotype es a pride in doing every 
(for which there is often lithe excuse) :; : 
ae oe job really «cll, at the right price. 
and there must be many 
% Autotype service is so reliable. 
dissatistied buyers. There is a simple remedy : 
go to Autotype % Autotype tomers say we are a decent 
crowd to deal with. 


¢s 
4 


Most of the really good 


enlar vements are made by 


AUTOTYPE 


isk for pr e lista strated / 
ire vou lerested giant Autotype Co, Ltd 
Brownlow Road 
West Ealing 


London, W.13 
Ealing 2691-3 
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SELF- 
CONTAINED 
SERVICE 


—continued 


An experimental 
shot by John Cole 
for a well known 
firm of 

manufacturers. 


cosmett 


and products ; brochures ; staff 
training manuals; pictures of 


processes and products for 
F ; , ; . export markets; factory and 
¥ pF  £ Figg : site surveys ; pictures on loca- 
Ni tay or » he : am , tion in Jamaica and elsewhere, 
An 3 ‘hoe d indicative of the methods and 
conditions used ‘in the field’— 
ADVERTISING DISPLAY lt 46 CHARLOTTE ST. for the board and shareholders 
« LONDON, W.I. at home. 
curc ant - + i sae His work has strong, crisp, 
ss POSTERS - WINDOW DISPLAYS factual incisiven often tinted 
oe . , with a gleam of imour. John's 
; work has imagination—a touch 


of whimsy 
But the Cole 
shrewdly aided by 


brothers, 
their managing 


director, Douglas Clarke, share 
one valuable asset the ability 
—— —— ——- to sell the 200 a the lens, the 
; ; plate, and the omide print 
f 7 * = 


IN A one-time cinema in Addle 
stone, Surrey, Charles Wooff and 
Frank Page, with a staff of half 
a dozen keen he have de 
veloped the most outstanding 
three-dimensiona photographic 


pers, 


Silk Sereen Colour Printers 


3 


Advertising 


66, WALDECK ROAD, CHISWICK W.4 


Tel: CHiswick 3359 & 1789 


. snOWCARDs 4 
ZA costen eS 
Aan Conk am 

SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 3147-8 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP S EXPRESS & 
RATS MAN(HIP DELIVERY 


R. P. GOSSOP LTD. 


@ Artists’ Agents ®@ 


36, CARTER LANE, E.C.4 
CENTRAL 6950 


Kenneth Cole vets satisfaction 

out of prosa ibjects This is 

his study of ladies’ combinations, 

as they appeared in a Midlands 
mits 


1955 


FEBRUARY 3. 


colour transparency process yet 
evolved—a process patented in 
the United States, but already 
owing a good deal to the tireless 
technical experimenting of Page 


Colour print service 


Two or three years ago, this 
pioneer pair were conducting a 
modest colour print service in 


Breams Buildings, London, when 


Page—already expert in Agfa- 
colour, to the extent of having 
spent periods in Agfa’s labora- 
tories in Germany—and Wooff's 


attention was arrested by a 
description of a new American 
3-D technique involving the use 
of colour transparencies taken by 
a camera which takes several 
views of the subject through a 
specially contrived optical system 
Single vision 1s ultimately 
restored by transposing an 
opaque screen of grooved plastic 
between the multiple-exposed 
transparency and the eye The 
effect, viewed with a _ diffused 
lamp mounted behind the trans- 
parency, is a dramatic, vivid im- 


pression of third dimension 
depth. 
The principle is not entirely 


new. I have already reviewed in 
this journal the work of another 
firm specialising in this basic 
technique. What Wooff and Page 
have achieved in Colorgraph 3-D 


is a truly remarkable advance in 
technique. In this they have been 
fortunate — and enterprising 

enough to link up with their 
American counterparts, to the 
extent of obtaining sole British 
licensee rights, and of bringing 


over here one of the two only 
cameras in the world developed 
to perfection point for this work 
a monstrous affair bristling with 
electronic gadgets which might 
strike panic in the merely photo 
graphic heart! Page has spent 
time in Hollywood, pooling his 
own experiences and theories with 
American technicians, and the 
Addlestone studio (one of the 
largest in the country) and all its 
developments, is the result 
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1.000 one-min. 
T.V. Commercials 
a year! 


MERCURY SOUND 
RECORDINGS LTD. OFFER 
A FILM STUDIO (15 minutes 
from London’s West End) 
complete with the FINEST 

» FILM EQUIPMENT ever as- 
sembed. If required the 
equi>ment will be sold with- 
out te studios. 


This is the ONLY COMPLETE STUDIO like! be available 
for sale in Britain during the NEXT TWELV! \fONTHS. 


A UNIQUE FEATURE of the equipment ts ONLY PAIR 
OF VINTEN EVEREST CAMERAS fully : ironised, and 
equipped with full-vision screen for camera: and * range- 
finder’ focus control during actual filming 


THIS PAIR OF CAMERAS WILL CUT |! 
TO LESS THAN ONE-QUARTER OF TH 


IING TIME 
ORMAL. 


|: - eee 


Other equipment includes: Vinten H Ca: 
mirrored shutter), Cameflex Hand Camera, 
equipment, complete cutting room equipment! 
BA Sound Recording Channel with projecto 


STUDIO accommodation includes: Studio | 
Studio 2—(for use as projection theatre and 
studio)—40' x 25’ x 18’; Studio 3—Small pr 
There is ample space for cutting rooms, dre 
administrative offices. A long lease 1s avai! 
purchase may be considered. 


(with latest 
nplete lighting 


‘raumont-Kalee 


x 30’ x 2D’ : 
ound dubbing 
ection theatre 


ng rooms and 
ble, or outright 


Will interested agencies please write to THE CHAIRMAN, 


MERCURY SOUND RECORDINGS LIMITED, 
96a MOUNT STREET, LONDON, W.I. 


We will be prepared to consider joint purchase by a group of agencies in view 


of the large potential throughput. 


Visit to the studios at 335 Hornsey Road, N.19 can be arranged. 
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Danske Reklame, comments on 

e this letter in the current issue 

, It points out that there are many 
In this market people spend 23082 
ee journal finds it hard to believe 
4 that there is any logical connec- 


ee tion between the high chocolate 

E] k B f h d. tax and the fact that advertising 

a wee on ri Is £00 S is not taxed. If the Danish way 

of life is to be taxed any further 

there are many ways of doing it. 

pes not only by taxing advertising 

This would only mean an increase 

of distribution costs on all goods 

Chocolate could certainly be 

made cheaper, but a wide variety 

of other more essential goods 
would become dearer 


THE Danish market is one imported completely manufac- 
in which the British manu- tured, and others are admitted 
facturer may invest time and only in very small quantities 
“2 ; This applies to most types of 

cosmetics and many phar- 
mce established, his goods are maceuticals, which for the most 
be. likely to be suddenly excluded = a < = = up and 
" te Sea packaged locally. Mere is no 

His lines must, however, 7 shortage in Denmark of firms 
with good facilities for this type 
with the products of other of work, and able at the same 


money without fearing that 


No isolated factor 
ible to compete on equal terms 


DENMARK 


[he journal goes on to say that 


' 


. r Oo nt : ) ) 
: European countries, and par- time to obtain effective distribu pe Raye gly ng ba po at 
ticularly Germany tion for British products national circulations as do some ing in Denmark would not do 
< As a report issued by J The ep egg te ge oyry has of the London papers in our own any harm but it must not be 
: B. Powers Ltd. points o t} a by about 500, . birth. country. However, the more im forgotten that advertising is no 
. average Danish family a: to 4,300,000, and the birth portant ones se up to one isolated factor—it is the visible 
ee oe ai mock on iri rate remains high, so that the quarter of their weekday circula expression of modern economic 
‘< Coal, petroleum | younger age groups are _—— "tions outside the capital and 35- mass production and the business 
C j chinery, textiles, foot ally large Slightly more thar 40 per cent on Sundays competition it produces: “If one 
sae otor-cars. razor blad half the population lives in ‘ hinders advertising one will also 
shoe | h, chemicals and pha towns, and Copenhagen with us i 7 hinder the advertiser's business 
naceutice whisky and suburbs, contains 1,200,000 [THE RADIOGRAPHER D I © such an extent that production 
port ind sherry ge Selene ot ong ae Collin, in a lett ) the Danish Will become more expensive and 
a. Cigarette-lighters furr Ne populs : © 2 journal Inforp , has sug consumer prices go up. In that 
aes tea, fountain pens and L ¢ Next in order of population are gested the } ay. case the bite of chocolate which 
; } Aarhus (117,000), Odense ested that the ee a lls a he 
eo sporting goods t (101.000). Aalborg (80.000 on chocolate s| d be replaced etch onin ig Fae ‘ calthy enjoy 
: Like West Eu Esbjerg (48,000), Randers (40.000) Dy tax on V ng He has —- would leave a bitter taste in 
em countries, = Der 5 and Horsens (36,000) pointed out that the chocolate ‘he mouth 
£0 balance of , industry is suffering because of Nicaragua 
e ind vises her t lic Local authority power the high tax ar thousands of pant, ~ ten 
; sy ster ! people ch idren and grown-ups Since the war, the pattern of 
tua here is no radio or television are prevented m a health British trade with the Central 
d . which advertising in Denmark, — Or enjoyment f choc - The Se American Republic of Nicaragua 
; publicity is strictly limited by on COCOn MaKe: colate aya) —of the size of England and 
i local authorities and direct mee able ag Pc he pper income Wales. but with a population of 
Es a . Paes 7: cadiati oa oe industry “lac little over a million—has beer 
predominance of the press s pore ering and en ees will pe “transformed out of recognition * 
therefore, unchallenged although put out of work This serious This transformation is explained 
screen advertising is developing in Situation, says Dr. Collin. would n detail in the Overseas 
i Satisfactory fashion be helped if inst tax was put Economic Survey for Nicaragua 
= Every Danish town of an on all advert _ edia—dailies recently published for the Board 
ri size has two newspapers. In all, Weeklies, outd ‘ransport, cf. of Trade 
; there are approximately 170 A 20 per cent tax on al advertis Sienif P , 
oh daily newspapers with a total cir ing would mean 40-50 mill on Kr le, ~ icant’ points are the 
a culation of about 1,670,000 o per year, m than enough to Gecline in United Kingdon 
1.5 per family. There are several Save the chocolate industry. And ¢Xports of cotton and jute goods 
excellent. and profitable provin why says Dr. Collin. should and the ncrenss in exports of 
ial newspapers with a circulation tdvertising gi c It would ponent nei =e cycles, and 
f 20-40,000 and one regiona not do any harm to have fewer cycles __. Nevertheless, Says the 
daily teackion 64.000 of these fantasies and highly survey, “there can be no grounds 
: coloured stories about everything for satisfaction so far as the UK 
The economic preponderance under the sun and it would not oo is concerned.” There have been 
of Copenhagen gives special in long before advertising blossomed instances of delivery delavs and 
portance to newspapers published out again even under a %” per lack of flexibility Poor com 
a Bsn me tle cent tax munications = operated 
< we cone zs ; 7 is mot the first time De igainst UK exports. There may 
erg I or = =" ‘ in } . ene . have been improvements in the 
and 250,000 on Sundays na oll nas made t} Suggestior . » nar, 
13 dailies are published in ( open Some years ago } approached first two preg the third a 
aes ‘ ‘ eer the Danish Ministe of Fieaace sists and this is mainly a pro 
agen and accoun y : em of shipping. Nicaragua's most 
half of Denmark's newspaper and vad 11S received a outed important and most populated 
circulation fF Rae wcager ad : a oe 'Y region lying on the Pacific Coast 
Bearing in mind the large (ly. emer a ooo The new Nicaraguan rcha 
imber of provincial newspapers, "in could never reach Parlia- Je new, Nicaraguan | merchant 
The Magasin du Nord glance at the map makes j nent as es press was so strongly ¢.., Antwerp and Hamburg. mav 
the leading departmental ear why the Copenhagen dailies ‘Presented there help to provide a solution to this 
in Copenhagen do not have the same kind of The Danish advertising journal problem 


eae salemeebewt tutacnn 


tising organisation with 50 branch offices. 
Advertising and General information and 
| selling problems exact estimates are supplied free and 
he without obligation to you. 
{ in Switzerland ? Write to our fully equipped 


Foreign Department, 
15, Rue Centrale, Lausanne 
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IN DENMARK YOU NEED 


Hiemmet 


Wherever you go in Denmark you will find 


“oo 


Hjemmet the home magazine You will 7 
find it im almost every fourth home in the 
country, every week and all the week. 
Hjemmet gives your advertisements a foot- 
hold in the family. Net sale 263,559 weekly 

a 

, a 

AND mee 

/or§damerne 
The Maga f the intelligent, fashion- 
conscious D woman of today. Within 
a few year its first issue Alt for 
damerne ha me an established national 
medium wit! vet circulation of 215,779 
Exclu epresented in U.K. by 


JOSHUA «. POWERS, LID. 
14 COCKSPL) STREET, LONDON, S.W.1 
Te WHiltehall 3366 


* 


ashe G8 Tidende Quality coverage 
introduce your products in South Africa 


The leading Danish daily will be the 
natural medium for following up of this Cape Town C/ PE TIMES 

CAPE TIMES WEEK-END MAGAZINE 
great British drive on the Danish market. 


Durban NATAL MERCURY 
m KE TI 
Furthermore, BERLINGSKE TIDENDE is ITH APR S$ WEBKLY 


able to give you, from its recent extensive 
Johannesburg ®AND DAILY MAIL 


Gallup survey, a good deal of information 


National SUNDAY TIMES 
ee ee ee SUNDAY EXPRESS & HOME JOURNAL 
of the Danish population, and last, but not DIE LANDSTEM 
least, their reading habits. SPOTLIGHT 
FORUM 


Our representatives will be only too 
pleased to supply you with further 


Herlingske Tidende Voll 


Copenhagen-Denmark 


_ JOSHUA B. POWERS LTD. NEWSPAPERS LTD 


92, New Cavendish Street, Portland Place, W.!. 
Tel.: LANgham 5036 


14, Cockspur Street, London, $.W.I. (Te! Whiteholl 3366) 
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ADVERTISER'S WEEKLY 


LONDON: E.W 


a group of nine 
influential newspapers 


A.B.C. 


Associated Kent Newspapers Ltd. 


V. PLAYER LTD., 30, FLEET ST. EC4 


NAT 


EHT 


SUPERSCOPE 
REDUCER 


Copies of objects, posters, art-work, efc., 
can be made to any reduced scale Trouble 


free and economical. Portable and com- 
act, weighs only 12 Ib., size 12” « 11° 
he SUPERSCOPE can be operated in 
conjunction with o pender of the 
SUPERSCOPE FE NI ARG ER. 1 ve com- 
bined model illustrated forms a complete 
unit and allows every angle of a job to be 
undertaken 


c= 


Details from : 
SUPERTOOLS (i951) Ltd. 


Delta House, 0 se ~ Rd., Chiswick 
Leadon, W.4. 0384. 


Chiswick 


ADVERTISING IN DENMARK 


POLITIKEN 


DENMARK'S FAMOUS 
!ONAL DAILY 


London Manager: FRANK L. CRANE 


69 FLEET STREET, EC .4 


NET SALES 


CENTRAL 2811/2 


THE MEDIA DEPARTMENT—2 


Fespruary 3, 1955 


The 1,000 square miles covered 
throughout Beds, Herts & Bucks by the 
Home Counties Newspapers Group is a 
proved testing area. All test campaigns 
have shown that the area is one of the 
richest and most fruitful in the country 


HOME COUNTIES 
NEWSPAPERS GOL? 


sen ABS. ner 


A.B.C. NET SALES 


132,860 


Represented in London by 


WILL KITCHEN, jr., LTD. 
131 Fleet Street. E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Giider 


By H. A. 
Space buyer, Rumble, Crowther & Nicholas, Ltd. 


ROBABLY the most diffi- 

cult part of the work the 
space buyer in am agency 
which does not deal specifically 
with trade and __ technical 
accounts is called upon to 
perform is to assess the merits 
of the journals in this field. 


In the first place, he cannot be 
expected to have a personal in- 
terest in all the subjects these 
publications cover, and quite 
frankly he will not have the 
specialist knowledge to distin- 
guish readily between two publi- 
cations of superficially similar 
appeal—the most frequent com- 
mon denominator being their un- 
willingness to disclose their net 
sales figures “because their 
competitors don't.” 

This unwillingness is hard to 
understand, and is a poor com- 
pliment to space buyers and 
advertisers alike, very few of 
whom would use such infor- 
mation as the only criterion of 
value. 


Certifying the sales 


If there are, for example, only 
2,000 tile glazers or mortar mixers 
and the fictional Tile Glazers’ 
Gazette of Mortar Mixers’ 
Magazine can certify that it sells 
2,000 copies, it might be thought 
that this would prove that satura- 
tion point had been reached. 
However, in many cases the an- 
nouncement of such a low figure 
is regarded as an admission of 
weakness, whereas in these cir- 
cumstances it is a position of 
great strength 


Interest in subject 


In the course of time anyone 
dealing regularly with, let us 
say, an agricultural account 
will, of necessity, have to learn 
a considerable amount about 
agricultural media, and, despite 
himself, will probably become in- 
terested in the subject, if not 
something of an expert on it. It 
is of the utmost importance that 
the space buyer should attend 
the meetings with clients in deal- 
ing with technical accounts just 
as much as with any other 
account. Only in this way can 
he absorb the background know- 
ledge of the product, and know 
exactly what are the problems 
associated with selling the goods 
or services 

It can be taken for granted 
that the client with specialised 


of trade journals 


How to assess the merits 


B. LEE 


knowledge of his own products 
will know quite a considerable 
amount about the media asso- 
ciated with it (except, possibly, in 
the case of a new product), and 
will probably have had the 
opportunity of testing the value 
of individual journals over a 
number of years. 


Study several copies 


This knowledge can be of help 
in the initial stages, but apart 
from this, the best way of assess- 
ing the potentialities is to study 
several copies of the journal itself 
in conjunction with the promo- 
tion matter issued by the pub- 
lishers. Allowance must be made 
for exaggerated claims—it is not 
unknown for publishers to be 
carried away with enthusiasm for 
their journals, and no one would 
expect them to undersell them- 
selves. 

Naturally they have to spread 
their net wide, and include all 
categories of readership to which 
they might be likely to appeal. 
Here there is undoubted room for 
improvement in the rate cards. 


Recital of rates 


Sometimes these contain no 
indication whatever of the nature 
of the journal and often they are 
a bleak recital of the over-com- 
plicated rates and of the restric- 
tions imposed on the acceptance 
of advertisements Surely the 
customary terms of the trade 
apply, and a note to that effect 
would cover the legal aspect of 
an offer of contract, and leave the 
space on a standard size rate card 
free for the essentials—rates, 
mechanical details and brief par- 
ticulars of readership. 

In studying the publications, we 
must ask ourselves these ques- 
tions : 

@Does the quality of the 
editorial matter support the 
promotional claims ? 

@ls there a fair balance 
between editorial and adver- 
tising space ? 

@What is the nature and 
quantity of the classified 
advertisements ? (This is 
often a very revealing indica- 
tion of the readership of a 
technical journal.) 

@ Do our competitors use it? 
(This is perhaps a conten- 
tious point—there may be 
reasons why they find it 


@ Continued on page 295 


| ee 
BAL— 
ge «fg 
N TN KENT i 
= ae ee a 
,  —_—_———————— 
' Of course... = = 
4 r 
‘ 2 — hw Mh I 
7 Pe xs er Sf 
" = mR ( 
. Ww 
- TR gwise °| 
mE ee —— | 


Fepruary 3, 1955 


Ad Man’s Bookshelf 


Comprehensive directory of 
shoe and leather trade 


A new edition of a directory giving faci. and figures about the 
shoe, leather, and allied industries has just been published. The 
brands section of the volume runs to some 169 pages. 


Buyers Register, Brands Directory and 
Diary, 1955, published by the Shoe and 
Leather News, price 10s 


N nearly every office in 

nearly every industry there 
arise throughout the year 
innumerable occasions when 
the correct name, address or 
telephone number of some 
other business is wanted 
urgently, when it is desired to 
know who are the owners of 
some trade mark, or who the 
makers of some particular 
article. 


Answers to queries 


In this volume the Shoe and 
Leather News has provided some 
500 pages of answers to such 
queries and added a page-a-week 
inter-leaved diary in the same 
covers to complete a compre- 
hensive desk reference book for 
the shoe, leather and _ allied 
industries. 

This is a most useful work and 
its compilation required much 
care 

Firms are listed alphabetically 
and according to the towns in 


which y are located and cross- 
referenced This geographical 
section vives addresses, names of 
direct: telephone and _tele- 
graph iresses and a brief state- 
ment vhat each firm produces 
In ot! sections there are listed 
all the ikers of various sorts of 
shoes hers, machines and shoe 
components of all kinds down to 
items small as needles and 
tacks 

The ands directory section 
lists a e trade marks in use in 
the i some 169 pages of 
them Altogether the volume 
provid he most complete refer- 
ence book the industry has. At 
10s. a copy it cannot be regarded 
as ot 


than good value 


Report on design 


The Value of Good Design, edited 
by A Maynard, published by the 
Counc Industrial Design Scottish 
Comrn price 2s 


— well produced little book 
! 4 report on the 1954 
Design Congress. The 

chapter draws atten- 


Scottis 


introduct 


was there. 


795 


We'd have 
been lost 
corthout 


him! 


Many a conference, 
meeting to plan 

a piece of printing work 
has been thankful that 
Spicers Paper Consultant 


not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 


tion to the fact that most coun 
tries of the world have been 
building up their own industries, 
secondary as well as primary 
Why, therefore, should they buy 
our goods at all? 

The answer to that, maintains 


the book, is “obvious and clear 
Our goods have to be function- 
ally better and they have to be 
more attractive in appearance 
the standard of our industrial 


design will in large measure 
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determine whether or not in- 
creased overseas sales are within 
our power 

The object of the congress was 
to explore the opportunities 
available to those in authority or 
management for influencing 
design, to discuss and perhaps 
establish areas of responsibility 
between manufacturers and 
retailers, etc and to consider 
steps that could and should be 
taken 


THE MEDIA DEPARTMENT continued 


politic to do so, and we need 
not follow their example like 
sheep.) 


@ Can we afford not to use it? 

@lIs it likely to increase sales 
or goodwill ? 

®@ Does the cost, taken in con 


junction with = the rtitied 
sale and other known of 
assessed factors o! circu 
lation, seem to | eason 
able ? 

Ihe consideration of ese 
factors, and no on them 
should be taken or wn 
means quite a lot of 1 slog 
ging through matter whict ay 
make no appeal! to or ersonal 
interests, but it is the nethod 
of forming any judgrme« n the 
merits of various p itions 
and of making ar elliger 


assessment of their va 
particular problem. It 
gested that it will lead a 
the same conclusion ft ‘ 
so, it would not be bey ‘ 
bounds of possibility to " 


But often it is 


book of form which would give 
us a ready-made solution But 
the kind of persistent study sug 
gested will at least help us to 
know the potentialities of the 
media on which we are called to 
advise, and to be able to talk 
intelligently about them 


BIF publicity in 
Canada, USA 
Full-scale press advertising and 


direct mail campaigns are running 
in the United States and Canada 


inviting 25,000 American and 
Canadian businessmen to this 
year’s British Industries Fair 


The BIF is to be held at Olympia, 
London, and Castle Bromwich, 
Birmingham, from May 2-13 
BIF overseas advertising repre 
sentative Geoffrey Warren has 


just returned to London after 
visiting Toronto and New York, 
where he has been co-ordinating 
publicity 


year’s Fair 


arrangements for this 
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A well - 


illustrated, well-laid out 


written, well - 
advertisement will acquire 
increased distinction from 


its surroundings if it is 


inserted in the columns 
of an influential morning 


newspaper. 


: Belfast News-Letter 


Estd. 1737. More a newspaper—an institution 
BELFAST LONDON :- 
; DONEGALL STREE 85 FLEET STREET 


| 


g TEXTILE 
7 MANUFACTURER 


oT 
ree, The most widely read and influential 
a journal in the field of textiles 
i EMMOTT & CO. LTD! DURING sTREET West. MANCHESTER 3 
5: LONDC.4 OFFICE TEMPLE CHAMBERS. TEMPLE AVENUE EC 4 
“ Til 
q THE JEWISH OBSERVER 
- PUBLISHED EVERY FRIDAY : PRICE SIXPENCE 
* Eprror: Jon KImMcut 
z e 
‘a THE ONLY JEWISH PUBLICATION WITH 
; ABC NET SALES CERTIFICATE 
JULY-DEC., 1954 15,430 WEEKLY 
" pia LSED BY OVER FORTY NATIONAL ADVERTISERS 
<a * 
me 4 HIGHLY PROFITABLE ADVERTISING MEDIUM 
“ , READ BY JEWISH BUSINESS AND PROFESSIONAI 
A MEN AND WOMEN 
7 ae 
a ADVERTISEMENT REPRESENTATIVES 
a WILLIAM SAMUEL & CO. (Lonpon) LTD 
o 7, PHILPOT LANE, E.C.3 Tex. No. MAN 0428.9 
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What the industrialist 


cannot afford to miss 


[HE big man of industry 
should not miss the facts 
on his doorstep 

So says Truth, commenting on 
“a first-class article on the dollar 
market and British cars,” which 
appeared in the Lincoln, Rutland 
and Stamford Mercury. 

But let us quote Truth more 
extensively, for the mora! could 
not be better pointed: 

“It is customary to regard the 
local weekly paper as something 
read privately and discreetly, 
although pride at being men- 
tioned in its columms is very real 
It seems fair comment to suggest 
that what the ‘local rag’ prints is 
remembered | ong after the ‘daily’ 


has been forgotten.’ 
The Merc: iry's article was 
based upon interviews with 


Royal Canadian Air Force per- 
sonnel stationed at North Luffen- 


ham, many of whom drive 
British cars It gave a stern 
warning to those manufacturers 
who hope to enter new world 
markets 

The paramount need is for 
adequate sp in Canada 
many British cars were out of 
action for because of a 
poor after-sale service—a _ fact 
still remembered by the prospec- 
tive Canadian irchaser. 

“Many a journal pro 
duces similar formation,” ob 
serves Truth ently. “The big 
man of industry should not miss 
the facts on his doorstep.’ 

* * - 

ANOTHER \BLE example is 
provided by the Kent Messenger 
which featured an ex 
clusive rview with Sir 
Kenneth Clark chairman of 
the Independent Television 
Authority 

A year ago Sir Kenneth bought 
Saltwood Castle, near Hythe, and 
it was there that the Kent Mes- 
senger interviewed him. The 


interview the best tradi- 
tion of provincial journalism, and 


was in 


Kent %. 


THE 


WILTON EVAN 


the report of it was balanced and 
factual. Many television critics 
who burst into print with rather 
more vigour than vision could 
read it with profit. It would add 
much to their knowledge of the 
new medium 

Sir Kenneth is quoted as say 
ing 

‘Commercials are limited to 
six minutes in any one hour, and 
they must come where there is a 
natural break. 

“For example, in a_ concert 
they could come between a song 
and an orchestral piece, but not 
hetween scenes in an opera 


A natural break 


“la a 
some 


boxing programme, if 
unfortunate man got 
knocked out, that would be a 
‘natural break.’ 

“There will be no building up 
of suspense to a high point for 
someone to break in with a 
slogan. 

“Programme contractors will 

be like mewspaper owners 
who choose the contents of 
their newspapers themselves. 
but rent space to advertisers. 
“Presumably, different rates 
will be charged for different 
times, and it would be ordinary 
business for an advertiser to find 
out which parts of the pro 
cramme attracted most viewers 

“So to that extent the adver 
tiser will be able to choose which 
type of programme he wishes to 
appear in 

“It would also be permissible 
I think, for a contractor to put an 

@ Continued on page 297 
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advertiser who wished to speak 
to housewives at the end of a 
programme designed to appeal to 
them 

“But it would be wrong if a 
programme showed you how to 
do a thing and then advertised 
someone's tools by which you 
could do the job 

“Then the programme would 
hecome what we call an ‘adver- 
tising documentary’ and so be 
counted as all advertising time. 

“So, then. there will not be 
more than six minutes of adver- 
tising in an hour and there will 
be at least 12 minutes of enter- 
tainment between each ‘ad 
unless there is a ‘natural break.’ ” 


Facts on Doorstep 


On the basis of this informa 
tive extract, I feel sure that 
Truth would agree, not only the 
big industrialist-—but the adver- 
tising agent also should not miss 
the facts on his doorstep 

The Kent Messenger, incident 
ally, is quick to give a topical 
slant to such opportunities which 
come its way How about thei 
title-block for the recent cold 
snap? It is shown on page 296 


* * . 


WITH THE extension of tele 
vision transmission to Norfolk 
and North Suffolk, the Norfolk 
News Company Ltd. were well 
off the mark with preparatory 
feature efforts The Eastern 
Daily Press ran four pages, the 
Even neg News 12, and 
the Norwich Mercury series four 


* * * 


Over 50 distinguished con 


tributers, including Sir Walter 
Monckton, the Minister of 
Labour, wrote in a_  14-page 


careers supplement published by 
the Birmingham Post 

This special issue was widely 
publicised through the press, and 
also by direct mail to the princi 
pals of schools, universities, and 
education authorities 

Methods of recruitment and 
training in Midland industry were 
explained in special articles on a 
number of prominent companies 
ncluding Imperia Chemica! 
Industries, Cadbury Bros., Cour 
iaulds, Belliss & Morcom, Birmid 
Industries Guest Keen and 
Nettlefolds (Midlands), Stewarts 
and Lloyds, Standafd Motor 
Armstrong Whitworth Arrcraft 
Rubery Owen, British Thomson 
Houston, Gloster Aircraft, and 
Tube Investments 

There were also separate con 
tributions on the professions 


* * * 


lue THIRD of its financial and 
industrial reviews was printed by 
the Liverpool Daily Post as part 
of the paper. Each year it has 
grown in size and this year was 
16 pages, making a total issue 
f 24 

It was led with an important 
statement by Mr. Selwyn Lloyd 
Minister of Supply, and contained 


31 articles reflecting authoritative 
opin both of Britain's economy 
and | commercial life of the 
area Roy Harrod; Sir Harry 
Pilkir n president of the 
Fede n of British Industries 

Sir es Thomas, chairman, 
BOA’ Lord Jessel; Viscount 
Long Wraxall ; G. E. Beharrell, 
man: director, Dunlop 


Rub! Co., Ltd.; and many 
other contributors of distinction. 
Spe | features of the supple- 


ment re the four-page insur- 
ance on and a whole page of 
grap! wering housing, saving 
emp ent, share prices, ship 
ping duction, commodities 
and i: try. 

The supplement was supported 
by 104 display advertisers and the 
sale wos increased by nearly 
10 per cent. 

* * 

Al H IHE Motor World 
Pub ge Co., Ltd, Glasgow 
has held its SOth annua 
meet that does not imply that 
the \ r World is just celebrat 
ing it vilee. Actually it started 
sep as a monthly in 
Oct 1899, under the title of 
the A r-Car World. 

P » that it appeared for 
sume is a supplement to the 
Scot Cyclist, which n its 
turn, had started life as a supple 
ment Scottish Umpire The 
latter nal devoted al! 
forms Scottish sport, is re 
called the firm's present tele 
graph iddress of | mpire, 
whict i its origin 70 years ago 

The f the parent con 


cern Hay Nisbet & Co., Ltd 


howev<¢ who initiated and pub 

lished these journals, goes 

back ¢ Jerably further. Fifty 

years ago next month the Motor 

World | | appea ed as a week 

The edit s George H. Cutbush 
+ * 

MANY CHANGES have been made 
in of f Elgin’s two week! 
newspapers, which until the end 
of the ir, was called the E/ gi: 


Coura { Courier, but is now 


the M Nair’ & Banf 
€ ourai 

Besides going over to front 
page news this old established 
news pap (the Elein Courier 
1827 tr Elein Courar 1834) 
now ha l¢ mal instead t 
eight large, pages Publication 
day ha been changed from 
Friday i Wednesda Ihe 
change im title is formal recog 
nition that i has long circulated 
not on in Moray, but also 
the neighbouring counties of 
Nairn and Banff 

General cal news, agricu 
tural, and sport have always beer 
wide covered and one 
severa new features is that 
greater emphasis than hither 
s% peng placed on news tron 
Lossiemouth and ithe coast 


Attention is also being paid 1 
local history. and the first issuc 
of th year contained an account 
of “The Grey Monk of Plus 
carden Priory 
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SELLING TO INDIA? 


LET US COME 


If you want to 


STRAIGHT TO THE POINT 
reach people with money to 
spend on advertised products — merchants, 
industrialists, policy makers (and their 

wives); if you want your message 
to appear in a paper which is 
held in the highest esteem 
throughout the length 

breadth of 
the 

advertise 


and 


land, 


in 


The Statesman 


Published daily from Calcutta and  Dethi. 


London Office: 41/4. Whitehall, S.W.1. Phone—WHI. 18637 


For the local government marker 
—your schedule should include 


Telephone GROsvenor 7452-3-4 
Display Advertising Offices, 21-22 GROSVENOR STREET, LONDON, W.i 


N (PWS) 


FOR COLOUR REPRODUCTION & PRINTING 
by 


OFFSET-LITHO 


POSTERS SHOWCARDS 
BROCHURES. BOOKLETS. 
GREETING CARDS . 


FOLDERS 
LABELS 
BOOK JACKETS 


BARNARD & WESTWOOD LTD. 


4 Fitzroy Street, London, W.!. MUSeum 3786-9 
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the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 


lo SHEETERS 


AND BUS STREAMERS 


TRADE SILK 


ROBERTS POSTERS 


Winners of the Premier N 
Poster Aword /955 


PRINTING COMPANY LIMITED 


(Incorporating the Postal Advertising 
Company) 


Facsimile and General Printers 
Vari-typing Specialists 
Ribbon * Lithography * Letterpress 


143 WEW BOND STREET ~LOROOR W.1 
MAYFAIR 1828 


= 


GLOUCESTER ‘Phone 22842 


298 


McLonnells 
(incorporated Pracuuoners 


: in Advertising) a 


mean business 


IN DUBLIN 
Publicity House, Pearse Street 
IN LONDON 
St. Stephen's House, Westminster 
IN COLWYN BAY 
25 Prince's Drive 

IN DERBY 

24 The Strand 
IN NEWCASTLE 
126 High Street, Easington Lane 


THE 


FARMERS’ 
GAZETTE 


(Established 1842) 


Ireland's leading weekly farming 
journal, with the 

LARGEST CIRCULATION— 
for effective coverage of the valuable 
Irish farming market. Copy and ad- 
vertisement rate card on request. 

Heed Office 

179 PEARSE ST., DUBLIN 

london Office 

69 FLEET STREET, £.C.4. 

Telephone - Centrai/ $453 
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DUBLIN NEWSLETTER | 


From Edward F. MacSweeney 


‘exhibition-minded’ 


exhibition of the 


First 


year in Dublin, _ the 
Drapery, Shoe and Leather 
Fair, promoted by Allied Exhi- 
bitions ended on Saturday 


(January 29) and clearly con- 
firmed the increasing interest 
being shown in exhibitions by 
both manufacturers and public 
in Ireland—a country which, 
until recently, was not re- 
garded as “exhibition-minded.” 

This was a trade event, with 
evening hours open to the public, 
and was particularly interesting 
because it brought the shoe and 
leather trade into a show here 
for the first time. Organiser Peter 
Mulvagh said that approximately 
80 per cent of Irish firms in this 
trade were represented 

The subject of exhibitions was 
also raised during the month 
when Heinrich Petrie, managing 
director of Modern Display 
Artists, addressed students at the 
public relations course in 
Dublin High School of Com- 
merce. He said that 90 per cent 
of the designs of display artists 
working in Ireland were turned 
out with the scantiest information 
supplied by the client, sometimes 
almost no detai! at all. The dis- 
play designer must know the 
product, the sort of people it is 
intended to attract and _ their 
income and age groups ; what are 
the merits of the products ? How 
are they manufactured and dis- 
tributed ? 

He advised that wherever pos- 
sible an exhibitor should have a 
“hand out,” a tasting, a take- 
away, a sample or a piece of 
literature This should be con- 
sidered by the PRO to ensure that 
the exhibitor gets full value for 
each inquiry or visit to the stand 


Radio discussion 


A broadcast which aroused 
considerable interest among 
advertising men during the past 
month was a discussion between 
Peter Rackow, a director of 
Cinema and General Advertising, 
and a journalist (Tim Dennehy) 
on screen advertising Mr 
Dennehy was attacking advertise- 
ments being screened in cinemas. 
but in the course of the attack 
he several times used the phrase 
“captive audience”—emphasising, 
said Mr. Rackow in reply, one of 
the major points which screen 
advertising contractors always 
put to their clients. It was a 


brisk discussion which served to 
focus considerable attention on 
the subject as it was in Radio 
Eireann’s “Film Magazine.” 

* * * 


AN EXTENSION of outdoor 
advertising in Dublin is fore- 
shadowed by a recommendation 
from the Dublin Corporation's 
Town Planning Committee to 
permit further advertising on a 
number of railway bridges 

* * * 


UNDER THE Tourist Bill, which 
comes before the Dail (Parlia 
ment) when it meets again next 
week, the organisation for pub- 
licity outside Ireland (Fogra 
Failte) will be merged with An 
Bord Failte without disturbance 
of the rights of full-time members 
of Fogra Failte. The recon 
stituted Bord Failte will carry on 
the work of publicity inside and 
Outside the country and is to be 
given a grant up to £500,000 per 
year. 


| Agency growth 


Expansion of agencies in 
Dublin continues. Following the 
move of O’Kennedy-Brindley to 
new premises, Janus are to 
transfer to larger offices in the 
near future, and Padbury’s have 
taken over more than double 
their previous office space in the 
office block where the firm has its 
headquarters. Padbury’s are now 
taking their turn in preparing the 
“Advertise Advertising” cam 
paign copy, and the first appeared 
during the past week, making the 
point that it was through adver- 
tising the manufacturer could 
reach the important purchaser 
the housewife. 


. * - 


IN BRIEF : Irish Management is 
to publish a special feature on 


“National Coverage by Irish 
Newspapers” the Ice-Cream 
Group, Federation of Irish 
Manufacturers are planning a 
small spring campaign—McCon- 
nell’s have recently started a 
campaign for Irish Creamery 
Butter manufacturers a con 


signment of Irish goods (the first) 
is being shipped to the West 
Indies this week for exhibition 
purposes by Coras Trachtala 
(Irish Export Promotion Board), 
which organisation has also 
acquired premises for a per- 
manent London exhibition of 
Irish goods at 235 Regent Street. 
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B.M.C. Publications 


British Motor Corporation Ltd. 


circulation of over 


100,000 MOTORISTS 


AUSTIN MAGAZINE, MOTORING, Austin Log Book and Diary, Nuffield Motoring Diary, Transport Efficiency 


Manufacturers of ; For further particulars, specimen copies, and 
approved Car Accessories rate cards, apply to— 

7 : Austin Motor Company Ltd, Motoring, 
will appreciate that these Magazine Department The Nuffield Organisation, 
readers have more than an 84, The Promenade, Cowley, 
ordinary interest in their cars CHELTENHAM OXFORD 

° ° "Phone 52733 "Phone 77777 

—thus offering a responsive market. 


| STLA SCREEN PRINTIVG VATIOVAL VW ARDS 1955 
A KS) DANE 
xc PRINT PROCESSES LTD 
. For Mechanised 
i Screen Printing 
{gmt KINEWEEKLY 
& «ce PRINT PROCESSES LTD 
Direct Cinema 
Advertising 
teh) 2nd CELLON 
} ce. PRINT PROCESSES LTD 
» & For Silk Screen 
Transfer 
(ae A 3rd KINEWEEKLY 
* AWARD 
v cc PRINT PROCESSES LTD 
as Advertising 
2nd RIDOUT 
cuP 
?  .s. PRINT PROCESSES LTD 
Screen Award 


° SEND US YOUR ENQUIRIES FOR SILK SCREEN PRINTING IN 
PHONE SHOreditch 5041-5 COLOUR AND COLOUR HALF-TONE. WE ALSO SPECIALIZE IN 
126 HOXTON, STREET, LONDON, N1__ SINGLE OR MULTIPLE DISPLAY WORK. 
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HE COULD NOT 
FACE LIMELIGHT 


ALTHOUGH he entered th 


department of Walter Hill and ¢ 
Lid 1904 was only en y 
he age of 33, th ) 
Fred Andrews was elected to 
} was a direc r of 
j ) j t VM 
M r and Birt tham fo 
. At ry 
hy dav Ww 76 
In Ju 1931, Mr jrew 
J i“ re f B ’ 
j Ad A ”T \ 
y vx ma n ] 
‘ hav en o dent 
‘ r ] nelight and 


nber of tributes 


from Hesketh Pearson, 
known biographer, who 
M Andrews nad o1 
, x f ompany n 
W his deep full 
5 eve-twinkle, 
fing 
’ d keey 
‘ j d h 
Mr. P. 
* * * 
Mir per of British de 
or ttending hc MAT f 
dinner f the B 
f Women Exe PR 
he othe day w Miss | la 


Vacher, of A. Press Lid., export 
space representatives and consult 
ants. She tells me that the British 
Association of Women Executives 
formed recently in collaboration 
with the European associations, has 
already many members who are 
directors or general managers of 
advertising agencies, direct mail, 
outdoor, media or printing firms 
The object of the Association is to 
secure equal opportunity for men 
and women in the control of busi 
ness and industry. It claims to be 
the only organisation in this coun 
try representing women who work 
on their own account and wh 
employ staff. 

A famous advertising man wh« 
would have sympathised with this 
aim, I feel, was the late Sir William 
Crawford. He used to say that 
women were more conscicntious 
trustworthy and loyal than mer 
and, given the right opportunity 
more efficient. 


PRO takes over 


ADVERTISING man taking ove: 
from an editor the chairmanship 
of “The Keys,” the Fleet Sireet 
branch of the Guild of St. Francis 
de Sales, a Catholic organisation 
that holds monthly get-togethers 
is Michael Higgins, a public 
relations executive with London 
Press Exchange, who succeeds 
W. J. Igoe (Books of the Month) 
New secretary is J. P. Nicoll, of the 
Irish Independent reporting staff 


ADVERTISING 


5 MANAGER’S CORNER 


ABORIGINALITY 


They say there 


certainly some 


were corny whe tne 
them out of hi te 
aboriginal about tH 


any product 

shop window and 
country—and you'll 
about there being 


was simply inve 


rris idea. 


thing new under the sun, and 

ideas that pass for original 
first troglodyte artist got 
n. But there’s nothing 


Take a look at 


id firm—they’re in every 
store of any note in the 
realise that all that stuff 
iothing new under the sun 


by some Advertising 


Manager to get himself out of a jam. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 


29-30, KINGLY STREET, LONDON, w 


Tel. : REGent 3295-6-7 


. 
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During a press 
in their suite on the 
Norman Kark’s wilticisn 


United States, 


Major 


Fepruary 3, 1955 


conference given by the Duke and Duchess of Windsor 


HRH is amused by one of Major 


Kark has now returned from his 


business trip in connection with the distribution of “Courier” and “London 


M yster) 


What would 
do, chums ”? 
Tue MEMBERS of the Rese 


Club in a larious balloor 
debate the other om ng were 
undoubtedly right in deciding that 
they would throw E. C. Mackenzie 
(director, W. S. Crawford Lid.) ou 


Magazine 


»f a balloon in preference Frank 
Owen, F. ¢ Hooper and Daphne 
Padell. 

After all, they are advertising 


people and he is an advertising 
man 

By the same token, | myself 
should have heaved out Mr. Owen: 
another journalist in of little 
gondola is one too many And if 
| manufactured soft drinks I should 
throw out Mr. Hooper (managing 
director of Schweppes Ltd.)}—even 
though his effervescence might | 
to keep the balloon afloat. But I 
should undoubtedly keep the BBC 
rrsonality Daphne Padell! last 
Jnlike them, she had the good taste 
to be born female! 

Leslie Needham, president of the 
Club, introduced the debate, and 
Donald McCullough (chairman of 
TV's “Snapshot") was its chairman 
If necessary—albeit with reluctance 

I should have pushed them over- 
board also 


Footballer wins 
poster prize 


WINNING design in the poster 
contest of the National Association 


& 
] 


of Boys’ Clubs Southern Region, for 
their annual Arts Festival. to be 
held at High Wycombe in April 
was submitted by 15-year-old 


Gordon King, of Caversham, Read 
ing. More than 200 boys took part 
in this competition. Young Gordon 
who works as an apprentice in the 
studios of Granthams of Reading 
is not only a budding draughtsman 
but also a keen soccer player in 
the Reading Youth Leaguc He 
certainly appears to be right on the 
ball as regards poster design! 


Communications 
in film 
Two FILMS produced for this 
year’s Faraday lecture are the work 
of Jack Saward, a son of H. G. 
Saward, of Saward. Baker & Co 
Ltd. One of them, a colour picture 
in which the Halas & Batchelor 


technicians did xcellent work 
briefly summarised the history of 
communications [rom the earliest 
times. The se d, a one-reel docu 


on GPO territory 


in the United States 


BRECENTLY returned from an 
extensive tour of Australia and 
New Zealand, with a look-in at 
India and Pakistan, a highly satis 
fied E. Barnett, Biro’s export 
sales manager, estimates that in 
Australia Biro have achieved more 
than 65 per cent of all ball-point 
sales. He tells me that he attended 
the launching of the Zing Pen, and 
although the population of Aus 
tralia is not large, more than 14 
million pens, marketed by Gollin 
Pens (Pty.) Litd., an associate of 
Biro Swan, were sold in the first 
few weeks, thanks largely to radio 
and press advertising by G. 
Coles Ltd., the chain-store organi- 
sation. As a result, Biro are not 
the least worried by Japanese com- 
petition. They are also establishing 
themselves firmly in New Zealand 
In India and Pakistan the manv- 
facture of Swan Ink has now been 
successfully launched 


Pictures 10 days 
after event 


URANIUM exists in the Congo 
but no process engraving facilities 
Dennis Foot, Masius & Fergusson, 
now account executive, who has just 
returned from a fact-finding mission 
on behalf of clients, tells me that 
the former is creating tremendous 
developments. But the latter means 
that pictures often appear in the 
press 10 days after the events they 
depict, because they have had to be 
sent back to Belgium for block 
making 

Much of his time was spent ir 
evaluating advertising media in this 
vast and increasingly rich territory 


CONTACT 


WEEK'S WISECRACK 


~ 


The theme of the AA con- 
ference may be prosperity 
old man, but that’s no ex- 
cuse for advocating two 
lumps of sugar in the can- 
teen coffee. 
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Announcing the formation of 


ROE TELEVISION LIMITED 


wae ne 
ae a al 
a a ee 
ee ee 
Oo 


ideally placed for 


_ ~~ NATIONAL or REGIONAL 


cS programmes 


ROE TELEVISION LIMITED 


Directors: GRAHAM ROE, DEREK J. ROE 


73 GROSVENOR STREET, LONDON W.1/ 20 ST. ANN’S SQUARE, MANCHESTER 2 


Telephone: GROsvenor 8228 (3 lines) | Telephone: BLAckfriars 9786 (4 lines) 
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Up go ‘Guardian 
Weekly’ rates 


From April 7 the display ; 
f h Manchester Guardian 
Weekly will be increasgd fron 
i per sing column tinct! nd 
ihed r ! 
The circu of tu pus 
h rly doubled h 
r is mn J 1y 
« * ” 
fhe annual Investors’ Chronici+ 
Banking Survey will be published on 
M h 26 It w b n 80-4 
' number wit f 
ind w ! 
f ad sing 
* * * 
Tt January f the ¢ 
j ition ! zit Mayfai 
i min y ' f 
J i to Britain, B t 
nd B sh good » } 
und the n 4 
| ) U0) | ig 
shout ( ada nd a Mor 
J d mn ¢ its wind 
y f Br prod 
with n su 
* « * 
Tt week's SU of Poultry 
Farmer will contain 
prit f the Mi f 
i jraft 
P Stock I S 
Pp I . ' P 
. » * 
Current issu Family Doctor 
ncludes forn vhich read 
can write h R 
booklets or samp flered | ) 
adve scr 


As part of the celebrations 
planned for its fiftieth year, the 
Nursing Times is offering a £35 
bursary to an experienced nurse i 
study journalism in relation th 
progress of the nursing professor 
The course is for an academic year 
from September next, and will in 


clude selected lectures on technical 
ournalistic and editorial subjects at 
4 recognised institution and short 
periods of practical experience in 
editorial offices 
7 ” od 

Instruments in Industry now 
incorporates Instrument’ Review, 
which is bound into each issue 
From the current issue 
in Industry is being distributed 
over the world. Instrument Review 
has a guaranteed minimum c 
fied circulation of 9,000 copies a 


Instrume nis 
1 


month, although 9,500 of the 
January issue were distributed 
* ” - 

Cover of The Royal Institute of 
Chemistry Journal has been © 
designed 

. * * 


Among the contributors to the 
February issue of The Writer is 
Cecil Madden, assistant controller 
of the BBC's TV 

- ~« - 


First issue of the British edition 
of L’Actualite Publicitaire, pub 
lished recently, includes a _ larg 
selection of advertisements in 
current use in this country. Between 
1.200 and 1,500 advertisements are 
reproduced 

* * - 

Spring number of Cycling will be 

published on March 24 


F. & C. can print it for you 


quickly and well, by letterpress 


and offset lithography... 


with all our Plant we plan for 


you, with all our Staff we serve. 


FOSH & CROSS LTD 


for booklets, folders, maps, posters, painting books, 


broadsheets, showcards, 


catalogues, periodicals, 


also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 
80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 173! (10 lines) Telegrams ‘Printrade’ London 


30)? 


The Februar te i Good 
Housekeeping, /; over repro- 
fuced here , ’ 1 Spe au per 
fume offer ar nm eigi page 
ection on I ti Things To 
Viake 

* * * 


Early spring d London season's 
number of The Tatler will be pub 
ished on Marc ’ 


. * * 

The Egyp blishers, Amin 
Brothers hav f the first time 
ssued circu ur th 


ires [0 el 
daily newspap Al Akhbar and 
weekly Akhbar El Yom. Average 


circulation of A ikhbar for July 

» Decen vas 10 5 and 

fo fkhbar fF ) 76.312 
* * - 
The Febri of Contacts 
mlains i p cluion on com 
ercial le s t of con 
ractors d yenis with 
TV departme d iln ym 
panies 
Haggis by post 

\ haggis accompanied a brochure 
a » London ar vincial agents 
by Glasgow Evening Citizen. The 
newspaper ind haggis were 
desc j n unshakeabl 
Scotts! ns 

* . . 

New i mo n material pro 
duced for Time magazine takes the 
form of a g jown-up playing 
card King of Time 

* * * 

The annual special number of 
The Journal = of Photographic 
Science——dealing w photography 
in science nd idustry—will be 
published carly April 

“ * ” 


A new weck odical TY 
Times and Radio Pictorial, has been 


unched by Eric H Enterprises 
(Publishing Divis Lid. It gives 
the programmes f BBC television 
Radio Luxembourg and AFN 

” 7” * 

An cight-page detachable supp 
men will b ded n nex 
week's Woman. | heme of the 
suppiement will be Separates 

* ~ ~ 

Last Friday's The Journal 
of Commerce and Shipping Tele 
graph included a *4-page Tanker 
suppleme I je 1 entirely 

he Nia ‘ sroup and is 
described a > i ST 
produced by i Page size 
as V j e centre 
spread carried a s impressio 
n full ¢ y o a ke 4 
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We Hear 


Belfast Corporation transport 
committee has recommended the 
acceptance of the tender of Frank 
Mason & Co. Ltd.. London, at 
£21,356 for the advertising rights 
on Belfast buses during next year. 
The figure represents £37 a vehicle. 
A decision will be taken at this 
month's meeting of the council. 

* * 

Roger Falk, director of the 
Marketing Development Co., Ltd., 
lectured on “Marketing and 


Management” to the Irish Manage 
ment Institute at Trinity College 
Dub! 
* - * 
Spratt’s P. re sponsor- 
ng aN etition for 
Britain's You r Dog Artists with 


prizes totalling £576 (£366 in cash 
iwards) 
. * * 
Advertising as a career was the 
subject of an article by L. E. Room 
director-general of the Advertising 


Association, in the Birmingham 
Post 
* * * 
Albert Milhado & Co., Ltd., are 
to represent the Austrian journal 


Die Presse in the United Kingdom 


PR for Billy 


Kenneth Pitt Associates have 

again been commissioned to hand] 

publicity for Bil! 

ckstine, the American singing star 

who will arrive in Britain on April 
12, for his second tour 


y 


* * * 
splay u distributed 
sh Th son Hous 
j f Mazda 
i d in the issue of 
was produced by Acro 


td 

* * 
il Publishing Group 
nd, Ohio, have moved 


1 Office to 31 Palac 
ninster, London, S.W.1 
* * * 

A. A. Black Ltd., the Birmingham 
igency, have produced new hous 
nagaZit for n Cients Garr ng 
ms Ltd., forgings and tool manu 
facturers. I called GSS Review 


‘PP’ banned 


Ihe Irish Censorship of Publica 
uons Board has banned Picture Post 


on the grounds that it has “usually 
or frequently been decent of 


obscene 
* * 

This year's Rothesay 
Clyde) holiday guide ¢ 
pages and a colour cove 
were printed 


uons (closed circuit) are a feature 
of a four-day exhibition in Ugand 
organised by the Uganda Radio and 
Electrical Traders’ Association 


+ * * 

The Ballast Sand and Allied 
Trades Association have launched a 
quarterly newsheet called Park 
Stree 

* * * 

Anglo Fancy Products Ltd., have 
produced a new advertising g i 
¢ ! which c nbines 
day-t page desk d desk paid 
and calendar with permanent men 
secuior It is bound in leather 


and gold tooled 


ibs. * } 2 
‘ Pablications News and Notes and Hvuisy in a 
ae 3 
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TO ALL 
INTERESTED IN 
COMMERCIAL TELEVISION 
PROGRAMMES 


Low Power | ransmission from I.T.A. London Site by April 


From April ist this Company will Advertising Agents 1 others interested 
radiate a picture—in the form of a in commercial T \ require to monitor 
test pattern — from the new Beulah many of these I.T.A. transmissions. They 
Hill Site at Croydon. This work is Should appreciate therefore, that the 

being carried out with the co-operation installation of an effici evision acrial 
of the LT.A., and the purpose of the system in, say, a steel d office block 
signal is mainly to supplement by prac- or a commercial buil is very much. 
tical means the aerial manufacturers’ more involved than the ion of an aerial 
technical appreciation of the problems on a suburban house. No two locations 
of Band III reception. As we manu- are alike and many intricate problems 
facture almost half the television aerials must be overcom 
sold in this country, it obviously pays We believe that we have the answers to 
us to bear the cost of these test facilities such problems. We invite you, therefore, 
The provision of this vision signal will to make use of our Commercial Aerial 
also enable a large proportion of T \ Installation Service which ts experienced in 
viewers to have their sets converted meeting all L.C.C. and other requirements. 
and their new Band III aerials installed If you or any member of your organisation 
and orientated before the LT.A. pro- would care to cons us ON any aspect 


grammes come on the air. In of TV programmes, please do 


other words, a big audience will not hesitate to write us or tele 
be awaiting the first opening phone, when we will do our best 


programme to help 


BELLING & LEE LTD 


GREAT CAMBRIDGE RD., ENFIELD, MIDDX. ENGLAND 
Enfield 3322 


‘ e Z om ee 7 on | aa P, 4 — gee « B? ‘ ihia a 
y 
> a 
4 
a 
a, 
ae 
st 
awe 
M 5: 
ee 
7+ 
e 
~ 
, 
ait 
5 
; “a ' 
e a 
| 
7 
‘a 
j p 
7 , - 
’ ‘ oP 7 
a= 
q ie 
mu 
be 
i 
*- 
: eB 
A; 
‘ 
Ys 
a 
er 
Eran 
i +e 
i 
: ee i 
ie, 
| ee 
* oe 


eping he 


we ADVERTISER'S WEEKLY 


. 


amy Kthngdecer heme 


M3 J >, 
7 F 
¥ if # 


wey 


pay > 4 


LEPoecon Se 


Klingdecor drive 
a record 


I rgest advertising 
Klingdecor, p 
h ha ted in trad 
Du Zz xt two 
going 
I wil Z 
pac 
w« ig 
“w 
W fH 
n ‘ 
ym show Cc. P. Wake- 
field Ltd. 


HERBERT LEUPIN 


‘Vastly 
coverage for 


John West's middle-cut brand 
Tuna is to be featured i r xte 

ve advertising c paig Al 
dvertised in the p th t 
campaign 1s described t d 
press advertisements as mtensified 
with vastly increased coverage 

The pr no w co 
later u ] AS1T ] x 
in the id i eck 
ind monthly igazin half-pag 
n h Radio Times and spac 

he ir d pre ‘> 

A new colour filmict w be 
shown in cinemas Introducto 


adverusements will be ised 
familiarise the public by q ina and 
its food values Adv 5 
handied by S. H. nee Lid. and 
Lintas Ltd. 


Large spaces for 
Vax Factor scheme 


Large spaces in the national daily 
ind Sunday press half-pages in {| 
vincial newspapers and extensive 
adv rt ing in women §$ maigaZit 
and trade journa " to i juc 
Twilight Blush w shad Max 
Factor Creme Puff 

Although Tw it B 
t ired ort id i ! 

ne Puff ake-up " 
Adv g is handled Crane 


Publicity Ltd. 


represented by ARTIST PARTNERS Ltd. 


44a Dover Street, 


W.! 


London, 


Hyde Park 9941 (ten lines) 


increased and 


intensified 


Tuna campaign 


Two BOAC schemes 


Two new BOAC campaigns start 


his week in nation ind p 
new p and s ed m 

The firs inces the use of 
Stratocruis first-class and 
tourist service cross & Atlantic 
Th the name 
Coror BOAC t Arist ser- 
vices t u { 

Agents pours Cane & Belding 
Ltd. 


PespRuARY 3, 1955 


Heavy advertising 
for ‘Wonder Foods’ 


“Your youth is as long as you 
make it—the Gayelord Hauser way.” 
—_ will be one of the slogans 
fe meal in a widespread advertising 
campaign, to be launched this 
month, for _ Capes Hauser’s 
Wonder Food 

Advertisements will be appearing 


in nati — daily and Sunday news- 
papers, general interest and women’s 
magazines. Some spaces to be used 
in magazines will be full-pages 
Advertisements will tell the story 


of Gayelord Hauser's “Look 
younger, live longer’’ system, and 
will sell special “wonder foods” that 


he recommends. 

The promotion, which is the 
largest yet, will be backed by display 
material for retailers Agents are 
Everetts Advertising Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


HYDRAN PRODUCTS LTD., 
manufacturers of oil firi g cquip- 
ment, for Mark Fawdry Lid 
from Marc! National, provin 
cial and press campaign 
being pre | 

STEELS ENGINEERING PRO- 
DUCTS (CANADA) LID. for 
Doig Adv I Lid har 
idver gin ¢ adiar © 
pres An f g for t re 
company UK also 
nar d ime agency 

JOHN rm ory E LTD. for G. § 
oh ra 
- BE AS x Y & CO., LTD., makers 
‘ Finery ry, for Nicholls 
1) t Ad g Lid 

EASTERNS LID. MELLINS 


LABORATORIES 


LTD., 


MICROCELI LTD. accounts 
yr ~Crar P y Ltd 
FOURTH ANNLAI ELEC. 
TRICAL ENGINEERS (ASEF) 
EXHIBITION ss and public 
ns account for F. H. Rad 
ford Lid 


HORNIMAN’S TEA for Colman 
Pret & Var 


ley Lid from 


Ay 
CONSUMER BARGAINS 
f j Partner i 


co., 
I & $ gd. Cam 
paign using i val f $s and 
dica 
Campaigns 
POL YESTOI BANDAGE using 
national pr lagazines and 
t : press (Screntific Public 
MAX F ACTOR g large spaces 
onal d ind Sundays, 
h nalf-p ges i vincial papers 
women s s and trad 
wess tk Twilight Blush 
i new Cr P hade (Crane 
Publi Ltd 
Ht DSON & KNIG HT LTD., using 
n iliona da lie 
od ver gs i Knight's Castile 
soap and v offer (Lon 
don Press Fx« Lid.) 
STOCKLEIG H HOSIERY co. 
, i ».. us j sin Wh omar 
} pages in W 1s Own fo 
Mage R ff ¢ gned Sif 
S. H. B I 
JOUN WEST Ss “MIDDL E-CUT 
TUNA usu ge spaces in the 
naviofr Pp . } I-pages in Radi 
Time wor $ magazines and 
trade press S. H. Benson Ltd 
nd Lint Ltd.) 
STEPHE NSON* S BLUE LABEL 
ream and 


STEPHE NSON’S ‘PHENSO per 


fumed wax polish using Radio 


Times Woman home and 
women's magazines. (E. W 
Barney Ltd.) 

ANNE FRENCH deep cleansing 
cream using national daily press 
women’s magazines and trade 
press to introduce new small-size 
tube (Armstrong-Warden Ltd.) 

PICKERING’S PRODUCE 


CANNERS LTD., using Radio 
Times, half-pages in children’s 
publications and large spaces in 
provincial press. (Winter Thomas 
Co., Ltd.) 

GAYELORD HAUSER’S WON. 
DER FOODS using national 
dailies and Sundays, magazines 
and trade press. (Everetts Adver 
tising Ltd.) 

COLLITE horticultural 
using national press, trade and 
gardening journals for introduc 
tory campaign (Prat & Co 
Advertising Ltd.) 

“HIS MASTER’S VOICE” using 


national dailies, provincial press 


vermiculite 


London evenings and trade jour 
nals for HMV Clock-Radio 
(Charles F. Higham Ltd.) 

MOYGASHEL FABRICS using 
provincial daily and _ evening 
papers (London Press Exchang: 
Lid.) 

BOAC using national and provin 


cial papers and selected magazine 
for two new car 1igns. (Foote 
Cone & Belding i td.) 
SMIRNOFF VODKA using 
n colour in class mag 
nes. (Alfred Pe mberton Ltd.) 
EVERGL AZE fabrics using national! 
daily and Sunday papers, women's 
magazines and trade press for 
trade mark protection campaign 
(Glovers Advertising Ltd.) 
STANLEY WORKS (G.B.) 
manufacturers of hand _ tools 
using national dailies London 
evenings and weekly publications 


(Alfred Bates & Son Ltd.) 


whol 


LTD. 


WELCH’S TANGOES using 
national Sundays. selected pro 
vin al papers, film magazine 
col ou r filmlets 4 1 trade press 


(Tully-Crabbe Lt 
ART RAYMOND. ‘LID. (Teazie 
Weazic shampoos), using nationa 
ress ar id women’s magazines for 
new campaign (Mark Fawdry 
Ltd.) 


at ING DECOR plastic - surfaced 

ising trade press, w omen $ 

maga = *s and national ir 
Ma “« P. Wakefie id Prtd) 

Cc H APPLE LTD. introducing 

“Meet.” a new pet food, in 

selected areas National cam 

paign to follow later. (Masius & 


Fergusson Ltd.) 
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Sales start here! 


Sues PROMOTION Calls for a number of services the ability and ¢ x<perience of the men who offer 
and facilities which S. C. Pea ock, along with you these services 
most of the other larger adv: rtising agencies, can At S. C. Peacock we believe the answer to this 
supply. Research intomark: ting and distribution. question can be fully measured in only one way. 
for instance; facilities for ; llecting and examin That is, by actual results 
ing information on buying habits; investigation A look at the results btained from 8. C. Peacock 


of price structure and competitive products: and advertisements wil] provide you with ample 


evidence of our ability to sell. They are the 


results brought about by clear, sound thinking 


such specialized departments as P.R., radio, film. 
and (a new one) TV. 


These are all the prerogatives of most large and hard selling. Any advertiser who feels that 


agencies. The unknown quantity is the amount these two attributes are worth looking into 


of ‘know-how’ involved. In other words, what is should see S. C. Peacock about it 


* os PEACOCK LIMITED Inc orporated Practit 


MADDOX HOUSE 215/221 REGENT STREET LONDON, Wl. REGe OR SLLOYD ST. wa’ HESTER DEA 
LEIGH STREFT LIVERPOOL, ROYal ax Rt KIN CHAMBERS CORPORATION ST BIRMINGHAM 


oner in Advertising 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 36. 6d. per lime, 40s. per dispiny panei 

APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel inch. art) - 4 

YOUNG MAN classifications. 4s. per line, 45s. per dispiay panel inch. Minimum. 3 limes. Box No. Th H 
charge, one line pilus is. coverimg postage, etc. Series rates on application: all ere is a 


advertisements under seven insertions MUST BE PREPAID. Address ** Advertiser's 
of good education; prefer Weekly.’ 180 Fleet Street, London, E.C.4. CHAacery 8844 (Ex. 25) 


, good future for a 
ably aged 30/40 with some APPOINTMENTS VACANT 
neral knowl 2 of adver- 
genera edge . Situations Vacant : ** The engagement of persons answering these advertisements must 
tising and languages, to be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
train for ultimate control of unless he or she, o- the employment, is excepted from the provisions of the with a well-known London Agency. 
Notification of Vacancies Order 1952. T 
Export Advertising of large he right man enjoys being busy 
and would bring a lively mind to 
progressive industrial 


the advertising of some of the best 
organisation West of LONDON MAIL ORDER HOUSE names in British industry. Age 
probably between 30-40 and some 


London. Salary according to REQUIRES agency experience is essential 


Th | . 
experience and qualifica e job is pensionable and pro 


gressive with a salary in line with 
tions. Write details of age ASSISTANT TO MANAGER the ability we are seeking. To 
save your time and ours, please 

experience; present J 


pation and salary to IN CHARGE OF Sl aki aseaan cain ee wail 
Box 9950 CATALOGUE PRODUCTION 


interest you. 
Advertiser's Weekly 180 Fleet St EC4 


Box $956 
Advertiser's Weekly 180 Fleet St EC4 


Applicant must be capable of handling ail 
mechanical production and copy detail, dealing 


with printers and suppliers, etc ASSISTANT DESIG NER required for 
Write giving full details of previous experien Display and Exhibition work. Must 
g sw pre perience be experienced man Appreciation of 
and age to— contemporary design high standard 
of presentation detail drawings 
5 Box 9955 essential Interesting progressive job 
ASSISTANT DESIGNER ; : Phone Mrs. Robinson, c/o N 
, { man » a Advertiser's Weekly 180 Fleet Street EC4 de Majo, FLA 6816 
temporar packag ARTIST REQUIRED for Technica! 
Jevig Higt t Illustration with ability to produce 
and nished TYPOG RAPHER DESIGNER require $ COLOL bes RE TOUCHERS wanted for layouts and artwork for advertising 
aa r 2 8 progr e xperienced man for creative lay r 
bir r “A ! 


ARMSTRONG SIDDELEY MOTORS, 
( t ve vaca f Te 


section. Vacan- and sales literature. Bonus and pen- 
and adaptation packaging leafict Senior ts and improvers sion schemes operating Write 
FLA 68l¢ etc also capable ' oe ing out oO wages, | und superannua- Box 9804 Ad. Weekly 180 Fleet St FC4 
RETOUCHING ARTIST ° ft finished lettering and gene i tion scherr W w telephone for CLERK TYPIST. knowledge of book 
tecs = . w : - Interesting nent K m pF ’ miniment ¢ : Director, Studio keeping office routine Permanency 
SMH Adverti I 4 sive Jesign ; ec rns) and r td hancers Lane. 915 to § No Saturday Small City 
Dougt reet CI t Mrs o ¥ 


. HA details to N c yndon P el CHAncery Agency Write full details t 
1% fe Majo, 3 . Box 9958 Ad. Weekly 180 Fleet St FC4 


de 3 Jubilee Place 


SPACE BUYER 


required by 


PRITCHARD Woop = /*!!@Fing artist 


and want a better job 


lf you are a first-class 


An experienced Schedule Planner and Space Buyer 
required for a Group of important National and 
Technical Accounts. The man we are looking working on National accounts in a happy but 
for must be just as familiar with the trade and : 
technical press as he is with national and provincia! busy atmosphere and can phone Norman 
media, and must be used to complete schedule Bannister Museum 1181 for an appointment 
planning in both spheres 


He might now be the Space Buyer in a medium 


sized Advertising Agency or he may be a Senior There IS a well-paid 
Assistant in a bigger 


a bigger Advertising Agency who feels 
ripe for more responsibility 


Please write giving full part ulars of ¢ yperience, p OSitl 0 Nn Va C a nt at i a 


salary required and age to 


H. C. CAFFIN, HAWKE STUDIOS LTD 
Pritchard Wood & Partners Ltd., 


25, Savile Row, W.1. 22 CHENIES STREET LONDON, W.C.1 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | EXXDICOIOMZeIm 


TECHNICAL COPYWRITER APPOINTMENTS VACANT All-Rounder 
OR JOURNALIST £600 to £700 p.a. 
An able technical writer with knowledge according to experience 
of steel castings, required by Advertising 
and Printing Consultants handling the : ° ° 
publicity of several leading Iron and Newly formed specialist group of . 
pee tices Liverpool 
Duties will comprise digging out i : os . . 
essential technical data and turning i book producers and publishers require eiiialittais dail 
leaflets and press advertisements. quirea young man witha 
Every co-operation will be given by the few yeors experience in 
foundries concerned and our own lay-out, visualising, Copy- 
cane .. a a — CONTACT EXECUTIVE writing, etc., knowledge 
estal!l, Print for industry Ltd., ’ ~ 
Sa Dean's Yard,Westminster, S.W.1. of blocks and type. W 
Abbey 1365. in confidence stating fu 
ae details of age, education, 
‘ ys > “5 ate ywledge ¢ j experience and present 
YOUNG ADVERTISING Production This pe st requires intimate knc ledge and SS 
siness. One adaptable, who has experience of design and printing plus the Se a oe 
some experience of window and p ss considered, 
howroom display. | Good prospects ability to sell commercial publishing on a Present St 
when knowledg f business acquires ; — 
Box 9959 Ad. Weekly 180 Fleet St EC4 high level. 
Box 9953 
MARKET The work is of unrivalled standard and Advertiser's Weekly 180 Fleet St €C4 
RESEARCH there are opportunities for an ultimate RETOUCHING ARTIST  (‘op-grade) 
. . . required by leading London Com 
directorship. Please write in strictest mercial studio. Outstanding oppor- 
ASSISTANT 3 tunity for man with at least five years 
confidence to: experience in retouching for repro 
° duction rite 
REQUIRED BY T. B. BROWNE LTD Box 9926 Ad. Weekly 180 Pleet St BC4 
Accuracy with figures essential. Box 9939 
One or two years’ experience YOUNG .-ameaid 
an advantage. Advertiser's Weekly 180 Fleet Street EC4 FILM PUBLICITY DIRECTOR 
Able to produ ugh L u nd 
Market Research Manager, Prem Seorien "Geed prosper. ‘No 
T. B. Browne Ltd., Saturdays Apply in confidence Full 
a rtrcular lary, etc. A. S. Whittaker 
117, Piccadilly, W.t. ~ pubticie ‘D ; 
y Director, Exctusive Films 
Phone: Grosvenor 5351 ag Daler a eae —s re nd \ - — wee House, Wardour 
ham 6-77 weekly Phone MUS 1472 e 


PRITCHARD, WOOD Judging by 
ftom the advertisements... 


T oO r a h e r there are many vacancies for creative men 
y p £ p these days, but here is an unusually good 
opportunity in a very well-known Agency 

j for a Creative Copywriter. 
who is worth a 


The emphasis is on “Creative” 
FOUR-FIGURE SALARY in the sense that the man for the job is one 
who can initiate ideas for National Campaigns 
after briefing from Contact and/or the Client. 
It is impossible to describe here the 

special opportunities which this vacancy 
carries with it, but Chief Copywriters who can 


We want a Typographer who is worth a show good Agency experience of initiating 
¥ ~ ; - *sS TO N; One ¥. < d 
four-figure salary. We are also prepared themes for National Campaigns for a 

‘ . variety of products, can learn all 
to consider those who will be worth that the details by applying to Box No. below. 


salary in the reasonably near future. Please 
; The present senior Copy Staff in this 
write fully stating age and salary required Agency are aware of this advertisement and 


to H. C. Caffin. are all in favour of it. 


F.C. PRITCHARD, WOOD & PARTNERS LTO 
, 25, Savile Row, London, W.1. Box 995! 
Advertiser's Weekly 180 Fleet Street London BC4 


‘Phone your classifieds to CHA 8844 (Ex 25 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant : The engagement of persons answering these advertisements must 

be made through « Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclasive or a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of 
Notification of Vacancies Order 1952.” 


. Unusual Opportunity 


. Junior Artists 
for an experienced 


in all branches of commercial art are invited to apply 


for vacancies at 


% VISUALISER & ne ee 


Write: Stating experience and salary required to 


TY PO G RA ee 4 & be Art Director: Carlton Artists Ltd., 38 Portman Sq., 
London 


Do not send specimens 
P 


e We say unusual because the position seems to us ee | ee ae 
to offer a number of advantages : 


er 


K 
Good starting salary (with more to come if 
he can justify it 


A pension scheme SPACE SALESMAN. 
representative r + 


Lond 


J am ¢ structio 
yy f Ltd.. 63-77 Brompton 

House stab- i SW 

is . DISPLAY REPRESENTATIVE 
juired. O those fu per 


x 


A generous profit sharing scheme. 


The opportunity to work in a particularly 
hapr itmosp! ere 


The chance to join, at the right moment, a 


well established (25 years) agency that is 


expanding rapidly under the direction of some 
i 


s very experienced advertising men. The right 

ty man could g in” and share in the success LOTUS LTD. 

c of an enthusiastic team. 

require an 

The opportunity to work on important 
4 National accounts that are leaders in their ASSISTANT ADVERTISING 
ee field and where a high professional standard ms 
of presentation and typography is called for. MANAGER 


The opportunity to take, in time, a good 


measure of responsibility—which would mean . 
a supervising the original conception right Applicants should be between 25 and 35 years 
a through to the proof stage and having the 
satisfaction of seeing good work in print. of age and must have a versatile sense of design 
Reasonable working conditions now with and be able to produce rough visuals. Excellent 
ae much better accommodation in prospect (when 


. opportunity to express own ideas on promotion 
a final decision has been taken on the new and - 


larger offices at present being considered) and point-of-sale display material. A knowledge 


of type essential. 


<< 
Ss 


whe 


W 


The position carries the right to enter the 
We think this is probably a position for a youngish - 2 hutory Life s 
man (say 25 to 30) who has the advantage of “big” Company's non-contributory Life Assurance 
agency training but who now wants the opportunity 
(and inspiration) of working closer to the essentials 
of the job (and closer to the client, too, if he has the will be given in obtaining a house. Good 
right temperament). If the position appeals to you, j 
please write now, to Box 9881 Advertiser's Weekly salary and first class prospects to the right man. 
180 Fleet Street EC4 


and sion schemes, and if necessary help 


Write in confidence, giving full details of 


] “te 
~ previous experience, age and salary expected, to 


THE ADVERTISING MANAGER, LOTUS LTD., STAFFORD. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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COPYWRITER 


We need a youngish, energetic 
man with experience in Indus- 
trial Copywriting who is accus- 
tomed to digging for facts and 
presenting them with force and 
imagination, 

The successful applicant would 
work in the London Publicity 
Department of an important 
group of Companies manufac- 
turing a wide range of electrical 
and engineering equipment. 
This is a good job. Its scope is 
wide and offers unlimited op- 
portunities to the right man who 
will be given every encourage- 
ment. 

Please send full details, including 
age, experience and salary re- 
quired to 


Box 9870 
Advertiser's Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
aPPONTMENTS VaCUNT | 


TWO VACANCIES AT 
O. P. 


We are looking for two young men who are willing 

exchange their present production and detail 

dministration positions for jobs on our executive 
de. We visualise the applicants to be : 

1. About 26, with experience in production and a 
knowledge of print, working now in produc 
tion, or as an Assistant to an Account 
Executive. 


About 21, with production or detail experience 
This young man possibly worked in an agency 
before his National Service 


you feel that you have the necessary qualifications 


STUDIO 
MANAGER 


@ An excellent opening occurs in the 
West Studio of one of our 
clhencs for a really first class Manager 
with plenty of sound ideas 


@ Must be capable of taking complece 


control of studio specialising in the 
design and production of pont-ol 
sale material—showcards, and cut 
outs, etc., by Offset Litho and Silk 
Screen processes. Must also be able 
to buy artwork outside when 


necessary 


@ For the successful applicant there is 
a bogh salary excellent working 
conditions with and 
studio in modern building 


own office 


Apply by letter in the first instance with 
full particulars to 


HAIG-McALISTER LTD., 


9 Golden Square, London, W.! 
(Mark your envelope REF 190) 


, N NG PRK (mar > 7 > ’ ae Nae . MAIL ORDER BOOKSELLERS require 
EXPERIE \CED FILING CLS0K (aoe wv either one of these two jobs, please write in experienced, go-ahead person to take 
immediately by well-known Lond onfidence to : charge ex ble post with un 
One whe limited opportunities carrying a high 
2 t wresm commer ng alary rte stating 
graphs ro Qualifications 
pe hag OSBORNE-PEACOCK CO. LTD. Hox 9943 Ad. Weekly 180 Pleet St ECA 
n Please ADVERTISING (EST. COMPANY), 
nce, etc., t Box 9982 secking new media, invite propositions 
i Fleet St EC4 from me able introduce and 
FIRST-CLASS Mail Order Hous. Advertiser's Weekly 180 Fleet Street EC4 = gy WB ye 
re re “es 4 ‘ nr sults “ Ka at 
oe coos tic : aad Way tt ndo 170 4 
wou! an acva as dl — ARTIST. First-class ilustr r and 
neh j ‘ News B YOUNG MAN WANTED, with good WANTED, SPACE SALESMEN la man wanted for rt j tud« 
issuc r P “ ® rsonality and abilit t new, bright magazir S M } : week Writ giving ful 
ta i ag xp aad aT \ ant Manager Particular Fs per Apply 10.3 det and slary juired t 
required, to Put 46 Watford kK Cra : Prod St ng Arts, Ltd., Derbyshire House 
Box 9973 Ad. Week 180 Fleet St EC4 Ww 70-2929-1934 k Str I j wl St. Chad's Street, W.C.1 
Are you a 


VERSATILE LAYOUT MAN? 


COME TO McCANNS 


Here at McCann-Erickson we are happ) 
our Accounts and we select our artists for 


To extend this group we need 


a Senior Layout Man 


Experienced on National Accounts 


and a Wide Awake Junior 


Eager to tackle anything 


Write or ‘phone the General Manager 


McCann-Erickson Advertising Ltd. 


Bretienham House, Lancaster Place, W.C.2 
Temple Bar 6600 


McCanns make Art Directors 


space 
buyer 


in the diversity of 


their talented versatility 


man in his 


buying in National and 


This may sound like an 


but 


A very good opportunity which only arises 
every thirty years or so is now open in a 
very well known London Agency for a 
‘thirties "’, who has already 


some years Agency experience of space- 


t has exceptionally good prospects. 


Box 9952 
Advertiser's Weekly 180 Fieet St 


Provincial Press. 


ordinary vacancy, 


ECc4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
———— 


Situations Vacant : “* The engagement of persons suswering these advertisements must PRODUCTION 


in their Art Department for preparation be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
of vechnical line drawings. Telephone Agency if the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 inclusive ASSISTANT 
Tottenham 1050 for appointment or anless he or she, or the employment, is excepted from the provisions of the 
call with specimens of work—Per- Notifcati of V ek Seder 1952.” 
sonnel Department, Broad Lane, . 
SECRETA SHORTHAND TYPIST bi 
rt — yt - ‘ R » Export Sales (Male) Opportunity for required by well-known 
Manager of a large Compa y i required with one or two years ex- London Agency. The 
t the Motor Industr North perience of advertisement production GENERAL te one alienate 
Londos Writt und val Fr h block ordering etc. Write giving details appointmen e 4 
und) 6 Germar easentia ther af of mane and salary required to an expanding future to a 
guages an advantage. Some exper © Cc. R. Casson Led., 
preferable. Aged under 30° year 6 Aldford ‘Street, London, W.t. ARTIST young man with some prac- 
, : pGSLAC tical agency experience, 
snd ry SPACE SALESMAN WANTED for larec Applicant with first-rate general ex- knowledge of process and 
SI mR Trade Annual. Excellent term Write perience required for expanding firm 
\ Ay or ‘phone 79 Great Titchfield Street of Publicity Consultants, $.W.! area general production routine. 
i W.1. MUS 1472 Retouching and ability to produce Staff pensions and assurance 
technical drawings desirable. Salary 
according to ability. schemes in operation. 
Box 9911 Write giving age, experi- 
, nce and starting salary to 
Advertiser's Weekly 180 Fleet St EC4 ve é Y 
Box 9970 
REPRESENTATIVE REQUIRED for Advertiser's Weekly 180 Fleet St EC4 
F | Advertising Department in 


Further expansion at 


general advertising 
Good promotion 
avail- 


ADVERTISING AGENCY require 


young men who have finished National 


able. Write, neattentons Service, as Assistants to Traffic Men 
and salary req rtisement Some knowledge rf Pr ducts 
) s Provincial t keenness lor Getai 
7 Fleet Manager Mather & 
Sco -Turner & Newspapers ‘ vient td Brettenham House 
ce. London, W.C.2 
ADVERTISING ASSISTANT. Lady "< - 
with advertising experience required A YOUNG MAN, with sound know 
e for specialised thiy magazine by ledge of typography a nlocks 
large West End Ou sblishi House. to required as Productior sistant in a 
assist n spa enquiries sales progressive Publishing H Mase Tele 
planning and ompiling records phone COVent Garden 2811 
Applicant must be capable of acting ARTIST REQUIRED for echnic 
. on own initiativ Suitable applicants Iustratior with ability t 
necessitates the following ~ i, 8 eh Fe 
a one t Mi Seum 9792. Fat. 7 and sales literature Bonu ifr 


wr by letter sion schemes operating. Wr 


i : ex 7 j. Weekly 180 Fleet St EC4 Box 9971 Ad. Weekly 180 Fleet St EC4 
additional appointments a bore a 80 Fleet S = 


0 visualiS@f$ One should be fully 
xperienced, used to working on H A D D O N x 
National Accounts and able to take 
a constructive interest in the design 
erchandising material 


One sh “ de a young man or woman want 
brimming with ideas and having had 
i = two or three years’ agency experience d 
Typographer Must be creative and a y £ 
able when necessary to prepare . 
i visuals for client presentation copywriter 
Lettering artists and retouchers 


We want two people. One should have 


a flair for lettering, but must be with experience behind him 
ible to undertake retouching when 
necessary, and the other should be an and a future in front ot him 


experienced colour/retoucher able to fill 
in with lettering if the need arises 


ipplications for interview by letter or telephone 
SCOTT-TURNER & ASSOCIATES LIMITED, Please Write 
17-18 Dover Street, London, W.1., 

HY De Park 0481 (10 lines) 


THE CREATIVE DIRECTOR 
JOHN HADDON & CO. LTD 


1! & 12 SALISBURY SQUARE, E.C.4 
We also require an Accounts Clerk able to type quickly and 
accurately in a rapidly growing department, and a Copy 
Typist. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 
vccann-enicxson | OSE ypocrapny 
require experienced 


ANOTHER OPPORTUNITY IN MARK-UPS 
Assistant in 


fora young woman with exper 


Print Department Pee | coe oan one ADAPTATIONS 


work. In a department staffed 


entirely by women could 

Must be conversant with all WOMEN’S — y women she - Agency-experienced man 
printing processes and have eventually become responsible required immediately for 

knowledge of mechanical pro- for , f nt 
fr a group of accounts of above work in Space Pro- 
duction work An excellent PRODUCTION ~ 5 Pp Haas 
opportunity for a man with especial interest to women ; duction Department OCK- 
these qualifications DEPARTMENT write or phone Staff Manace ordering experience an ad 
vantage. Write, giving full 
Write giving particulars to details and salary required 
General Manager G. 5. ROYDS LTD. 166 piccavity, w.i - PHONE HYD. 8238 to Managing Director, 

McCANN-ERICKSON 


Gilbert Advertising 


ADVERTISING LTD. 


STOR! pe me oe LAYOUT ARTIST OF for Services Limited, 
r mbinson A ¢ aver 4 t firs r r womar 
BRETTENHAM HOUSE t urge «oof advertising ' j-esta hed ¢ 4 Must 10 Norfolk St., London, 
LANCASTER PLACE k vhout thei reta rm sa hye laptat ‘ 
w.c.2 t juarters in Lond Wid fir i work if req Wr Ww.c.2. 
k ynd ss experience t store trr me " exuner ‘ 
an nt slur required, t 
for rors (Csenerous salar md Box 9949 Ad Week I S PCa ~ : 

AMBITIOUS YOUNG MEN who wish p heme terms App t LADY - , ‘= WANTED. ; men ; th fea t -— 
to make a career in space-selling are ‘ reated in strict c all ’ e a ‘ i ; 
required by a well-known Fleet Street w The Secretar Robinson & 4 . \ see - : . . . - 
group of publishers. £7-£8 per week r Ltd., The Linen Ha 168 Ae Five . ew ro oes @.-- oe re : 
salary will be paid during comprehen R reet, London, W.1 - apes r : Wr Fp a... ? —-e. -s ~e 
sive cntning. | Phone Mr. Matthews GENERA! ASSISTANT ' t : to Copy Chief 
Chancery P Department f large tox 9967 Ad Week 201 St PC4 Box 9817 Ad. Weekly 180 Fleet St BC4 

PUBLISHERS REQUIRE two Space f nm required urgent The 
Representatives, based in London and { 


Midlands for their Directories ‘ id 
Present staff earn £20-430 in comm 


sion and expenses Write, stating { st speed spat (d a 
aue xperienc etc t . st ‘ » and we 5 
Box 9944 Ad. Weekly 180 Fleet St EC4 : vewsy featur Eales 
CINEMA SCREEN SPACE SALESMAN ‘ he regior £7-£8. 10 


required Salar nd commuissior t jualifications Please 


(ar supplied Write Stating cxper we tu Setails " experience 
ence to a ue : 
Box 9966 Ad. Weekly 180 Fleet St EC4 b Ad. Weekly 180 Fleet St EC4 


C. F. Young is wanted by 
of HAWKE STUDIOS LTD. 


SINGAPORE 
; | THE BEST 
ave a vacancy for a 
JUNIOR ACCOUNTS EXECUTIVE SALARY 
Advertising background essential IN LONDON 


Creati bilit dvantage . . 
ut a, aaa An will be paid to the 
Reply giving full details RIGHT MAN 


of age, experience, etc. to (Experienced, of course, in B&W and colour) 
Phone, write or call immediately 
P.O. BOX 664 NORMAN BANNISTER 


HAWKE STUDIOS LIMITED 
SINGAPORE 22, CHENIES STREET, LONDON, W.C.1 


Museum 7441 & 1181 


‘Phone your classifieds to CHA 8844 (Ex 25 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


THE ap ye th : aaa < —= ———— vy ee mast ADVERTISING 
Lee the imistry abour or a ic a ymest 
KINGSWAY PRESS cacy i the appt aan 


Agency if the applicant is « man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
unless be or she, or the employment, is exce ed from the provisions of the 
LIMITED Notification of Vacancies 1952." 
would consider the addition 
to their London Studios of 


THOMAS HEDLEY & CO., LIMITED, 
NEWCASTLE UPON TYNE 

two Artists with experience 

of Posters and Point of Sale 


is seeking a man for its advertising department who has had some 
years’ experience in the planning, choice and use of all kinds of media 
rial. One and who is looking for a post of important responsibility. He is 
rhein | h naga 9 en tnete likely to be a man of about 30. He should be of good education, Box 9868 
; me . nd Work Oe preferably with a University degree. He will be working closely with 
edge of Figure or 
ability to produce finished 
artwork, whilst the other 


West of England Agency has 
vacancy for experienced 
Contact Man to handle ex- 
isting accounts. Full details 
and requirements in confi- 
dence. 


advertising agencies and their media departments and would very Advertiser's Weekly 180 Fleet St €C4 
quickly become responsible for the planning and choice of printed 
word media over a wide field. He would be expected to initiate 


TEC HNICAL BOOKS EDITOR required 


should be a first class and interpret research on all forms of media and to contribute to y well-known Publishers Should 
tos. : licy in media buying. The salary is a zood lave wide editorial experience, 
Fie, Lettering Artist. the formulation of policy ‘ ’ buy g. ~ y is ‘ 00 naielie anf ME 
~ ¥ one and will be subject to material increases as the man demonstrates engineering. radio and other practical 
Telephone Studio Manager his ability. The post is permanent and pensionable and there is a abjects. Technical training and trade 
HOLborn 8082 for appoint non-contributory life assurance scheme. Letters of application Woe as wo ra _* a oo ge 
r te, givir f ils l 
ment. should contain details of age, education and career, including H.M. aa mm prine u etails and salary 
Forces, and will be treated in complete confidence. Box 9974 Ad. Weekly 180 Fleet St EC4 
Please write to Personnel Department, Thomas Hedley & Co. Limited, PRODUCTION ASSISTANT for West 
7 . : 3. and ark " “M”" End Agency Some knowledge of 
INVOICE Typist/Accounts Clerk re Gosforth, Newcastle upon Tyne, 3, and mark envelope : production routine, sbiity to carry 
Ps ured West End Ady 1s out rough adaptations an asset. Write 
+ verience pref { . siving full details of erie d 
te ; Five-da ck. | SMITH’S MOTOR ACCESSORIES, SPACE SALESMAN REQUIRED, addi- salary required, to Rex. Publicity 
: St & Bowden, Ltd 169 Ltd., Cricklews sod, Londo N.W uonal to existing staff, for fortr . Service, Ltd., 131-134 New Bond 
Wil have a vacancy for a progressiv trad A Sala Street, London, W.1 
young man with knowledge of pack Exc nt 5 p s f ight 
aging designs Applicant should Go elling record essential Apply 
DESIGNER apply in first instance, in writ ng t to ie Surplus Register Ltd.. 17 YOUNG ARTIST 
SMA/PLI Cricklewood Works Nottingham Street. London, W.1 with creative aptitude and able to 
London, N.W.2 produce good general artwork, 
ng. experienced in exhibit TYPOGRAPHICAL DEPARTMENT of is required by a small, busy West 
stand designing required by Lead TYPOG RAPHER REQUIRED, wit well-known London Agency has a End agency 
2 # dor yntractors. Pensionabie | — of the type k 1 vacancy a Quly: eegllents Git. prodew 
yived in , settings and adaptat ner) looking for a agency experience considered. Full 
oem and print Good salar and hav worked details to 
ho 4 Fleet St C4 conditions. Apply, stating tu A J .- . Please writ Box 9963 
Advertiser's Weekly U riee t and salary, to Art Director salary required. t . 
: Ltd 184 Strand, London, W.C.2 Box 9975 Ad. Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 
required by 
@ Those that would like to work on lots 
of very nice accounts with freedom and 
. 
i ABS Young & Rubicam 
@ Those that have a facility for slicking in £ 
convincing figure-work and derive 
mn pleasure from doing $0 . . . Responsibilities include analysis of sales figures 
fi 


@ Those that have sufficient top agency and consumer research data and preparation of 
experience to ask confidently for the 


agency recommendations to clients. Essential 
,ort of salary that walks hand in hand oe : 
with bright ideas .. . qualifications are some previous executive 


@ Those that would welcome the opportunity 
to work with, or understudy, the members 
of an already brilliant creative group 


@ Those that convince us that we cannot 
afford to be without them 


experience in marketing or market research, 
report writing ability and knowledge of 
Statistical method. Salary in accordance with 
experience and qualifications. 


ies. 
| SHOULD WRITE TO GREENLYS Arty MARTINO MANAGED 
, Aint eitden tte tlie YOUNG & RUBICAM LTD. 


9 BERKELEY ST. W.1. 


285 REGENT STREET, W.1 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
COMMERCIAL TELEVISION 


FILM PRODUCTION MANAGER, 


ARTISTS i ADVERTISING AGENCY, | ae ae eee ae Sale "* experience and contacts, 


offers services in Advisory Capacity 


Executive-Managing Director of 


A LONDON fully experienced in Documentary large Recall TV Company, with 
Newsreel and short film production 25 years Technical and Commercial 
seeks position Also capable of Experience and current “ Point of 


| img or other organisation entering TV to any large Advertising Agency or 
with important connections in the and fim fields Could organise such Company entering Commercial 
field of fashion and couture, would department from scratch TV field 
be interested to meet a top level Box 9947 Ad. Weekly 180 Fleet St BC4 
Capable of earning at least forthe development of the newest | | NEGATIVE RETOUCHER, wishing to mostly 15 

| . change occupation ould anyone p 
techniques in the creation of offer situation ; 30 young years old Advertiser's ly 180 Fleet St Ec4 
photography for use in the high Male. Write, stating position offered, 


class women's journals Ample — ~ - ~—. 
£1,000 a year finance and liberal terms would a, ot PUBLISHING ORGANISATION wishes 


+. ! : y ) t 
be available to the right person Box 9948 Ad. Weekly 180 Fleet St EC4 to acquire part or full interest in 


p Write n confidence to WOMAN ORGANISER, unique experi- Periodicals 
are required by ence Exhibitions, Sales Promotion Box 9977 Ad. Weekly 180 Fleet St BC4 
Schemes, Publicity, Office and Staff ~ = 
Box 9962 Management, Accounts, etc. seeks Fansoner AL a BLISHERS. If you 
ysition, offering sc or free-lance ave an editorial managerial of 
Advertiser's Weekly 180 Fleet St €c4 een ssions _ financial problem, the solution could 
CARLTON Box 9978 Ad. Weekly 180 Pleet St BC4 be Provided by the wide resources and 
SALES REPRESENTATIVE. An excep. | “SAND PICKED” SECRETARIMBS ote Orcrnmie  aperionce (irom 
tiona pportunity occurs on the availshie The Wigmore Agency. 67 woohtlen) (Herbe , a ---~ 
Sales s y f a leading London Com- Wigmore St.. Wt HUNter 9951/2/3 | te. Reoes u — sw re YDe 
RTISTS merc Studio for a really live | | Park 3879 oo 
A represe ve Agency or printing | 
experie an asset, but not essential. | FREE LANCE SERVICES | SCREEN PRINTED POSTERS. Any 
Writ first instance, giving ful De sags (2 work. Low 
taile of ot . © Sates | . ores Signs bi > 
Dass OF Bast cmperionce, to Sales | FREELANCE ILLUSTRATOR. Chit oul 2 Topping St., Black 
Write stoting experience and Chancery Lane, W.C.2 Gren's book specialist, requires further 
anc Lan 2 commissions OLD ESTABLISHED high quality 
salary required to ae on oe 18- Box 9937 Ad. Weekly 180 Fleet St BC4 printer in the Midlands has capacity 
2 r re in the vertiser s ~ avaiiabic in 
FASHION ARTIST requires additional ve in all operations for the 
a : on x -~ - comantedions peesaction of a monthly or quarterly 
rt Director — Mowe nn ~ i — - Box 9961 Ad. Weekly 180 Fleet St EC4 poe oe periodical of the following 
ta ‘ 3 ’ = . A clication ro o ) 
Carlton Artists Ltd. Copy, DIOCKS, etc Would suit young — ~_ - : —_ ~ ARTISTS copies Svo or ao. from 64 p "' 
y woman who has had some experience requirec for picture strips y large 128 pp. with small section col 
38, Portman Sq., London, WI in an advertising agency or in the London — ng house Regular if required Quotations would "te 
nting i. No shorthand, typing work assured b io 
= ) aK - os an oan Box 9940 Ad. Weekly 180 Flee: St FC4 ~ ee on receipt of full informa- 
week Particulars of experience and COPYWRITER. All kinds of work Box 9903 Ad. Weekly 180 Pleet St BCA 


quickly, thoroughly undertaken. Excel- | : 
lent references. Specimens "Phone ENAMEL PLATE MANUFACTURER 


FLA 7042 for runs up to 50 required Laree 
| COPYWRITER. Author (novels, short annual turnover. Write, 
LET T ERING ARTIST stories, and occasional contributions t Box 9979 Ad. Weekly 180 Fleet St BC4 
Do not send specimens Punch) with particular flair for words 
capable of designing all types of slogans and light verse. as well as 
4 4 ired b practical experience in London pub 
printed matter require y licity agency, offers freelance copy- | 
- . 5 f < | » . — 
SECRETARY REQUIRED for adver. London Studio. writing services References and PERIODICAL PRINTERS (Letterpress) 
tising Manager of large manufacturers Box 9892 Box 9901 Ad. Weekly 180 Fleet St BC4 | yy hy ~ -xy'y 
Oxford Street area Age 23-30 Advertiser's Weekly 180 Fleet St EC4 FREELANCE Visualiser-Layout man two weekly or monthly periodi er 
Previous experience with advertisers seeks permanent association with special rate . - 
or Advertising Agents desirable, but 


not essential Reliability more im- PHOTOGRAPHER. Assistant Photo- Agency on retainer and/or reduced ox 9976 Ad. Weekly 180 Pleet St BC4 


seni ren . ' harge rate for constant flow of work 
tant than typing spe ls grapher equired age 25-35 fully c . . 
it? 0s t ve- pe spect C ae experienced colour and monochrome Top standards er . 1 ~ eer he PRESS hove installed 
Write n g ‘ iil Sete to : for industrial work Apply. giving Box 9876 Ad. Weekly 180 Fieet St BC4 , ree o the famous Heidelber, 
. ¥ : at cetaiis. - im i ’ « 
Bon we : 8 Weebl, 190 Fleet St ECS details f experience. age and salary LAYOUT ARTIST (Ex. Pig.) specialises 7 " ~~; rf) thes new extension and 
- : required to Personnel Manager in folders and brochures. seeks com- - m 8 powtion to undertake 
Fraser £ Chalmers Engine ring missions another established monthly or weekly 
FIRST CLASS Works, Erith, Kent Box 9867 Ad. Weekly 180 Fleet St BC4  —— 
TECHMEWORE epecislive in technics! | bank gas 'gpon Mowe. May. 
n r ! 
RETOUCHING ARTIST art and Please ‘phone oe oodtora 


copy London, E.18. BUC 6565 
required for mechanical subjects. TOP BOROUGH BILLPOSTING Me owchign: 


position and salary offered COMPANY 
r h s s io Led., 
163, New Bond St, London, Wil MISCELLANEOUS . 


Grosvenor 4746 Required in London 


SPACE SALESMAN REQUIRED for ASSISTANT Toybox Design, Juvenile & MORE 1.C.8. SUCCESSES 


new and original rotating advertising Humorous Illustration | 1 
sigt Terrific ope for the right man in AA. Exams ! 
with proved sales record, and possess- SITES MANAGER Ex-film cartoonist seeks occasional | 

ne 


foresight and initiative Car an commissions fer oo oo In the May 1954 Advertising 
advantage Salary commission and variety of work gents enquiries . . 
expenses. Write in confidence, stating Write in strictest confidence, welcomed, details and specimens from Association Examinations 
age and giving full particulars of past personally, to : Box $957 LCS. b non again achieved 
experience a Outstanding successes. I.C.S. 
R Ac ! >) vertiser ekly 180 Fleet St EC4 
Box 9968 Ad. Weekly 180 Fleet St BC4 G. L. McLELLAN, dvertiser's Weekly 18 Students won : 
j . 
COPYWRITER 122 High Holborn, PIN-UPS AND COVER GIRLS in S Second place in Division * C.” 
London, W.C.! stock for artists and advertising First, second and third places 
and ‘ agents For particulars of studio in Division ‘B’ and Give good 
facilities and ormous model files ope » 
LAYOUT MAN APPOINTMENTS WANTED ountast Philip “G dep Photographs . * x een ~.° 
Limited 24 Kensington Church weaty per cent ell weccessfal can- 
Age 23-25. Experience with Street, W.8. Western 4130 ae wae Sains’ by the LCS. 
1. COMMERCIAL ARTIST, mainiy letter- ADVERTISING CONTRACTORS : . ome Stady Courses in prepara- 
oe or oem yee ing, secks post. Write eve you felecd your Acscietien tion for both the A.A. and the LP.A. 
| advertising © ompany Box 9941 Ad. Weekly 180 Fleet St BC4 Help to stamp out moslpractices Examinations are comprehensive, up- 
handled direct. Interesting and PUBLICITY and Competitions Manager Frequent council mectings held to to-date, and have been written 
varied work. Both positions are to well-known Oi] Company secks discuss current problems and assist pan + — engaged in the 
pensionable. 5-day week. ae + Ay Eb -. “ Soeciationn " ae “Hoa pigs j “Tt — Pirst class instruction is also available 
Write with full details and _——a oo sonas —* in COMMERCIAL ART, POSTER 
motor racing and agricultural! Advertisement Contractors Associa- DESIGN. LETTER , 

q salary required (no specimens activities tion, 68 Shaftesbury Avenue. London WRITING ING and SIGN | 
at this stage). Secretary, Bos 9585 Ad. Weskiy 189 Pest $ BCs —-e *- 
Block & Anderson Ltd KEEN EX-SERVICEMAN secks Com- UR ORIGINAL GIRL PICTURES Write today for free book to DEPT. 28 

: - rd mercia Art experience in Studio Pinups Pigure Studies etc of INTERMATIONAL CORRESPONDENCE 
58-60, Kensington Church Mr. P. Devonshire, Nottages Heathey Visual Arts Club Models—<singies or SOHOOLS, international Buildings. 
Street, W 3. Nursery, Woking. Near Goldsworth ts =Phow"Jnion Picture Library Kingsway, London, W.C2 

' Arms 12 Soho Square. London. W |! i 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


advertiser's 
oon Weekly 


NEWSPAPER 


Fesruary 3, 1955 


S. a copy 
] a year 
Post free 


55/+ (overseas) 


Just one more 


- ee ™ Se 


CREATIVE 
LAYOUT 


As a result of a recent announcement in these columns, 

3 several appointments have now been made, establishing 
4 new creative teams to meet present and anticipated needs in 
‘ the Crane expansion programme. 
‘ One key position remains to be filled. We want to hear 
from senior experienced Visualisers, who would like to 
work in a new group, in a new building, on interesting new 
problems, developing campaigns from the copy idea stage 
q to the production of slick, dynamic layouts for 
presentation to the client. 
i The working week is Monday to Friday. The working hours 
: 9 a.m. to 5.30 p.m. The prospects unlimited. And finally— 
ability is the only factor which controls the salary offered, 


Please write or telephone :- 


CRANE PUBLICITY LIMITED 


ADAM HOUSE, | FITZROY SQUARE, LONDON, W.! 
Telephone : EUSton 806! 


STOP PRESS 


LATEST ABC FIGURES 


(See page 261) 


Latest ABC figures, in the follow- 
ing order: July-December 1953; 
January-July 1954; July-December 
1954:—"“Daily Sketch”—797,950; 
825,829; 882,397. “Bulletin,” Gias- 
gow—165,337; 162,198; 158,682. 
“Evening Times,” Glasgow— 
246,002; 249,847; 238,766. “Ayr- 
shire Post”—22,520; 22,762; 
22,690. “Croydon Advertiser” 
series—74,132; 77,601 ; 75,871. 
“Birmingham Gazette” —95,368 ; 
92,389; 89,259. “Bristol Evening 
Post” —133,442; 134,455; 135,978; 
“Burton Daily Mail” —21,070 ; 
21,468; 21,577. “Evening Argus,” 
Brighton—70,743; 71,170; 72,034. 
“Evening Dispatch,” Birmingham— 
160,737; 163,468; 161,592. “Herald 
Express,” Torquay—23,009 ; 21,822; 
23,429. “Jersey Evening Post”— 
16,060; 16,116: 16,265. “Birken- 
head News” series—44,922; 45,643; 
45,245. “Derbyshire Times” series 
—106,211 ; 108,518; 109,065. “ Lan- 
cashire Evening Post”—121,183; 
122,038 ; 123,364. “Northampton 
Chronicte & Echo”—48011; 
48.957; 48,747. “Oldham Evening 
Chronicle”’—42,763; 42.695 ; 
43,613. “Yorkshire Evening News” 
—146,231 ; 145,181; 145,499. Asso- 
ciated Kent Newspapers Group— 
; 118.585; 118814. “ Ire- 
land’s Own” — 37,068 ; 37,075; 
37,958. 


Institute of Public Relations 
advertising liaison panel met repre- 
sentatives of Incorporated Society 
of British Advertisers and discussed 
role of public relations in modern 
business organisations and policy of 
IPR in establishing code of ethics 
and practice. 


Some 250 entries received for 
Layton Trophy contest. Over 40 
leading agencies represented. 


Funeral took place Tuesday of 
G. F. 8. Bowles, Songetor of “The 
Lady,” who died in Malta, aged 77. 


A memorial service for the late 
W. J. Garnham (Argus Press Ltd.) 
will be held at the church of St. 
Dunstan’s-in-the-West, Fleet Street, 
London, E.CA, next Thursday, at 
12 noon. 


Tibbenham Publicity Ltd. ap- 
pointed to handle advertising of 
William Oliver's (Rubber) Ltd. 


Dennis Warnford-Davis left 
Chadwick-Latz Ltd. to take up 
new position on sales staff of Com 

sition Billiard Ball Supply Co. 
Ad. Previously with S. i. Benson 
and C. & E. Layton. 


Published by the Proprietors, BUSINESS PUBLICATIONS Litd., at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844) 
emai: February 3. 1955. Printed in England by St. Clements Press Lid., Portugal St., Kingsway, London, W.C.2 
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